






















25 XeargsAgo 
ational established the quantity of zinc 


ermissable on electrical conduit pipe thatis 
ent to conform to the job. 


25 Years Ago 


National first used a soluition mpregna- 
ting pores of zinc to protect the zine. 


25 Years Ago%s 
National offered the Super Conduit- 


“Sherarduct’- a zinc treated special tube with acid 
proof solution baked into the pores. 
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The Test of Time 








1s the determinating factor and has proven 
the metallurgical and chemical research of the 
master makers of electrical conduits. 


Best for the owner, the engineer and the contractor 
The“Test of Time” a booklet sent upon request. 
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National Electric Products Corporation 
National Metal Molding Division, Pittsburgh, Pa. 
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RELEASES 
NEW ' LOW 
PRICE NEWS 8Y¢4uch WALL CLOCK 


A wall clock, built for long service. The EL KIT 


was one of our best sellers at $6.25 retail. Now 
$5 «6retail. Standard Sessions silvered metal dial 


with easy-to-read raised numerals in black and 
gold. Dial setting and starting. No need to remove 
clock from wall. Seasoned frame, finished in white, 
ivory, green or blue. Full Sessions quality through- 


out. 

FAMOUS SESSIONS 
WESTMINSTER 
CHIMES No. 20A 

New Retail . .... . $25 
Genuine delicately grained Hon- 
duras Mahogany cabinet with in- 
lay panels which are now so popu- 
lar. The Wonder Clock of Ses- 
sions, with quarter-hour, self-cor 
recting, foolproof > Westminster 
Chimes. A full size tambour, 2134 
inches wide, Other chime models 


























in walnut and mahogany. The 
only synchronous Westminster 
Chime Clocks without clutches, re- 
taining springs or electric chime 
contacts. 


Pertected, Foolproof Mechanisms... 
Popular Models....Vertical Price 
Reductions 
The Sessions Clock Company, clock craftsmen for more than a century, present 
these special-value 1932 models, at modern prices based on new low production 

costs and progressive methods. 
To the buyer who knows his clock values, the photos and descriptions on this 
page tell the story. These and dozens of other “public-preference-tested” designs 


will carry many a clock department up to new turnover levels this Spring. 





Chimes, strikes and non-striking models. Every model a real clock, made to 


operate with accurate precision for years. MODEL A ALARM 
Retail . . . . $5.95 


New, yet already a oes of saoee 

as T ’ oo ow y ; : hog ~ — in all-electric alarm clocks. Polished 
Branches, 233 Broadway, New York; 5 N. Wabash Ave., Chicago; and 150 Post cuncaame tetele sank Gi, a 
‘ " . . rich embossed design and_ satin sil- 
St., San Francisco. vered dial. It is 7 inches high. 


Get in touch with The Sessions Clock Company of Forestville, Connecticut. 
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ecutives and salesmen of elec- 
trical wholesalers and _ spe- 
cialty distributors. 
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efforts of THE JoBBERS SALES- 
MAN have been directed to 
sales and management prob- 
lems of electrical wholesalers. 
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tion of the problems facing 
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SALING renders him a special- 
ized editorial service in the 
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The news columns, always 
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trical wholesalers. 
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The Wholesaler’s Part in 


. tL. S&S A 


An Operating Program of Unified Economy and 


Co-ordinated Selling Accepted by the Electrical Industry 


‘ECONOMIZE 


A. Eliminate Unnecessary Duplication 


of Lines 
1. They create waste, lead to confusion and do 
not permit of effective selling. 
2. Pushing single lines makes your account 
worthwhile to the manufacturer and makes 
for sales effectiveness. 


B. Discontinue Obviously Obsolete 
Numbers in all Lines 
1. Through stock control. and close inspection 
of inventory. 
2. Will help reduce cost of doing business for 
your entire industry and help manufacturers. 
3. Reduces your inventory losses. 


C. Observe Stricter Credit Policy 


1. Results in better contractors and retailers. 


é 





G. Cooperate 
1. With other wholesalers 
A. To determine and abide by agreed sales 
territories 
B. To avoid ruinous price cutting 
C. By exchange of ideas, office systems, etc. 
2. With your customers 
A. By giving sales help and encouraging co- 
operation in other directions. 
B. By supplying leads. 
C. By advising on general business problems. 
3. With your local Central Station, Electric 
League and other business associations. 


SPECIALIZE 


H. a in Terms of Mar- 
et 


1. Each division of your market needs special 
attention. If you are a house too small to 











1 
2. Reduces your losses, 
3. Cuts down number of retailers and contrac- serve four markets, single out one or two 
tors entering business with insufficient funds. and specialize on them. 
4. Bui atttetion ‘ E 
— respect - your ——" 1. Specialty Selling 
D. Delivery Policy Corrections 1. Lines can be grouped for each market around 
1. Charge for delivery of small orders. salesmen for that market, or you can build ] 
2.Set up a free delivery zone with customers specialty selling on the basis of lines you C 
paying for delivery beyond that zone. carry. ' t 
3. Investigate possibilities of cooperative or 2. Specialty selling builds profit. ‘ 
h liveri ith oth i ° ° 
ear deliveries with other firms in your ry Develop Sales Direction , 
1. Plan your selling by seasons, by territory, by a 
salesmen. 
LOCALIZE 2. Charge a fair profit in your prices and be d 
unyielding. t 
E. Determine Limits of Economic Ter- 
ritory \ 
1. Serving too large a territory costs money and ADVERTISE u 
weakens your service where it should be best. e es 
2. Create a map of your effective territory to K. Systematize Your Publicity h 
present to manufacturers for their guidance. 1. Support your salesmen with regular monthly p 
. mail to your customers. b 
F. Market Analysis 2. Use manufacturers’ sales helps. t] 
1. Try to develop adequate knowledge of your 3. Follow a unified program of publicity. 
markets: Contractor, Retailer, Industrial and 4.Tie up your publicity with that of your 
Commercial. s manufacturers. Ww 
al 
In the supplement to the January issue of ELECTRICAL WHOLESALING will pe 
be found a complete outline of the E. L. S. A. plan, showing its application to Ww 
all branches of the electrical industry. 
*See editorial comment on opposite page. 
eames 
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The E. L. S. A. Plan in 1932 


HE outline of the E.L.S.A. Plan, pub- 

lished in chart form as a supplement to 

the January issue of ELEcTricaL WHOLE- 
SALING has already aroused much favorable 
comment. On this chart THE JoBBER’s 
SALESMAN Plan for Market Determination 
and Development is expanded into “An 
Operating Program of Unified Economy and 
Co-ordinated Selling Accepted by the Elec- 
trical Industry.” A definite program is 
clearly set forth for each branch of the in- 
dustry; manufacturer, wholesaler, contrac- 
tor and dealer. The coordination of the 
activities of these four groups is shown to 
result in definite advantages both to indus- 
trial and retail consumers. 

The plan derives its name, E.L.S.A. from 
the initials of the words Economize, Local- 
ize, Specialize, Advertise which express its 
fundamental objectives. There has been 
some confusion among our readers, we find, 
as to the strict interpretation of the word 
Economize. As used in the E.L.S.A. plan 
does it mean retrenchment and the curtail- 
ment of all activities to the point of mere 
existence? Does it preclude any intelligent 
increase in sales activities in anticipation of 
a turn for the better in general business con- 
ditions? Our answer to both these ques- 
tions is “No, most certainly not.” 

What then, do we mean by Economize? 
We mean just this—the elimination of all 
unnecessary waste in order to obtain the 
highest possible degree of efficiency in the 
performance of the three services rendered 
by the wholesaler; selling, warehousing and 
the extension of credit. 

The reduction of personnel to a point 
where the rendering of satisfactory service 
and the practice of aggressive selling is im- 
possible, the reduction of salaries to a point 
where employes cannot maintain a proper 
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standard of living—these are not true econ- 
omy as we understand the meaning of the 
word. 

On the other hand, the elimination of 
parallel lines and of obsolete items, the drop- 
ping of unprofitable accounts and territories, 
the sane restriction of credit and similar con- 
structive policies do, we believe, represent 
true economy and should be practiced at all 
times—in the fat years as well as the lean 
ones. 

During 1931, economy was the watch- 
word of the industry. Most electrical whole- 
salers, therefore, enter 1932 in a much 
stronger position, better equipped to render 
service and with a better conception of 
where to concentrate their sales efforts to 
obtain profits. Much progress was made in 
the task of elimination of wasteful practices 
during 1931. The task is by no means com- 
pleted, however. 

All phases of wholesaler operation still 
require constant and careful study. True 
economy, therefore, continues a major ob- 
jective of the electrical wholesaler in 1932. 


HIS year, we hope, will witness the turn- 
ing point, the gradual improvement of 
general business conditions. Without neg- 
lecting all practical economies, the attention 
of the forward looking executive is now 
directed to better selling, to an increase in 
sales exposure and sales pressure, thus lay- 
ing the ground work for active participation 
in any improvement which may occur. 
Specialization, therefore, involving intelli- 
gent sales effort on selected products or 
groups of products; increased sales pressure 
on selected markets and accounts localized 
within economic territories and supported 
by proper advertising; these plus economy 
are the objectives of the wholesaler for 1932. 
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More and more contractors are using armored cable on their 








wiring jobs, since the new ABC type with its little red fibre 
pee eae a bushing was put on the market. It offers three advantages: 
Anaconda Wiring 1 That it does away with the hazards and evils of the 
Products unbushed type. 
Somewhere in our line of 81 wire 2 That it is strictly in accordance with the N. E. Code. 
and cable products you will find or 25 
many that your customers use every 3, That it is the only wiring system assembled by the manu- 
dey... Runber-covered Wise... Plex- facturer and delivered to the job ready to install. 
ible Steel Conduit... Duraduct Loom 
- en ee gap int oh Anaconda Armored Bushed Cable is reliable... because it is 
ord...Antenna ire...Annunciator ° ° ° ° ° ° 
Wise. knaabOebde.c.kend Coven’ made én its entirety in our own mills. We supervise each step of 
Cable...Fixture Wire...and enough its manufacture and inspect constantly to assure uniform quality. 
others to total 81 in all. Name the . 
wires and cables that you sell...we Recommend to your contractor customers an even wider 
make them. use of Bushed Cable in 1932 ... and suggest that it bear the 
Anaconda trade-mark. 








ANACONDA WIRE & CABLE COMPANY 


GENERAL OFFICES: 25 BROADWAY, NEW YORK 
CHICAGO OFFICE: 20 NORTH WACKER DRIVE 
Sales Offices in Principal Cities 
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The Counter Man and the Contractor 


By J. E. BULLARD 


No matter how capable wholesalers’ salesmen may 
be it is the counter man who, in the long run, either 
holds or drives away the contractor's business 


the wholesaler’s counter man,” said an electrical 
contractor during a recent interview. “I bought 
for years from the Excelsior Supply Co. because they 
had a good counter man. He knew his business. He 
could give me any information I needed about the 
goods I wanted. He could answer questions intelli- 
gently. He was the best counter man in the city and 
that was the reason why I bought practically everything 
from his house. There is not a counter man to be 
found in any local supply house today who comes any- 
where near measuring up to this man. Take the Economy 
Electric Supply Co., for example, the man they have 
there now doesn’t seem to know anything about the busi- 
ness. This firm can send around 
as many salesmen as they want to 
solicit my business, but they can’t 
get it because when I go into their 
place there doesn’t seem to be any- 
body there who can answer any 
question I ask. They seem to expect 
I ought to know a whole lot more 
about the stock they carry than they 
do, and I believe I do at that. 
“Wholesalers would do a lot more 
business if they realized the value 
to themselves of counter men who 
could tell us what we want to know. 
What we contractors want is re- 
liable information. We want to 


// | HE man that makes me decide where to buy is 


Alert counter men ready to give cus- 
tomers real service at McCarthy Bros. & 


Ford, Buffalo, N.. Y. 
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know about anything new the wholesaler has which will 
help us to do a better job or to reduce the cost of 
doing our work. We don’t want a lot of talk that doesn’t 
amount to anything except waste time. That’s the kind 
of talk, it seems to me, that has been too often called 
salesmanship in the past. After all it is the good counter 
man, the man who knows the stock his company carries, 
who knows the different items and who can give his cus- 
tomers really worthwhile information that holds business 
for his house. It doesn’t make any difference how many 
salesmen a wholesaler has or how good these men may 
be, it is the counter man who, in the end, either keeps 
the customer buying from that supply house or drives 
him away. 

“We contractors can always find the counter man. He 
is always on the job and if he is the right kind of man 
he is the fellow we look up and talk to when we want 
information. The United Supply Co., for instance, seems 
to think that a counter man doesn’t need to know much, 
that a boy is as good as anyone else on this job. Maybe 
they are saving money in the way of salary paid, but 
they certainly are not getting any of my business and I 
know others who will not buy anything from them for 
the same reason.” 

Reliable information passed on to the customer when 
he wants it will do much to increase sales volume. The 
counter man is the logical person to supply this informa- 
tion to the contractor. 














C. C. CAMPBELL 


A policy of carrying a complete stock 
of only one line of each commodity 
and of assigning a specialist to each 
class of industry proves successful 
in serving the industrial field 


By C. C. CAMPBELL 


Manager Electrical Dept. Superior Supply Co. 
Bluefield, W. Va. 


Our Specialists Sell 
Selected Lines 


E feel that we are, in a sense, purchasing agents 
W/ for our customers. They have confidence in us 

or we would not have their business. For that 
reason we do not divert our capital to a small stock of 
several different brands. It is far more satisfactory to 
our customers and ourselves, we believe, to carry a 
complete stock on one line. This we do with few ex- 
ceptions. Frankly, we believe we are capable of select- 
ing for our customers goods that are suitable for their 
needs. Moreover we believe that the house which has 
one line and is loyal to that line receives greater respect 
from both customer and manufacturers. 

Although the pur- 
chasing agent may ap- 
pear to be skeptical of 
the line in question, or 
to think that some 
other line is better, 
this attitude in many 
cases is not sincere on 
his part. Inwardly he 
realizes that he does 
not know as much 
about the goods as the 
distributor, and while 
buying the wrong line 
is a serious mistake 
for him it in no way 
compares with the im- 
portance of a wrong 
move of this kind by 
the distributor. For 


6 





this reason he frequently is just waiting to be led. 

The salesman who is just selling supplies and does 
not have some line which he believes, and is prepared 
to prove, is better than others does not have the respect 
of his customer. This, regardless of the fact that he 
appears to be giving the customer just what the latter 
wants. 

Moreover, the element of capital enters into the pic- 
ture. No supply house can carry twice as much stock as 
is actually needed for current requirements and still 
operate profitably. If he carries an incomplete stock of 
two brands he is unable to fill the needs of his customers 
in case of emergency. 
It is estimated that 
75% of the goods 
sold by the whole- 
saler are needed for 
immediate use. 

Our electrical in- 
dustrial business is 
done mostly with coal 
mines, the lumber in- 
dustry, chemical 


Reflectors over picking tables 
in a coal mine. Additional 
light will be provided through 
the use of flood lights com- 
ing from the sides. Under 
conditions shown the dust 
rises to the reflectors directly 
above causing them to dim 


quickly 
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plants, and railroads. For the coal mines electric 
locomotive renewal parts are one of the biggest 
items. We have a full line of these and are pre- 
pared to give immediate delivery. The salesman 
for this line is, of course, a specialist. 

Not only must the industrial salesman be a spe- 
cialist but he should have a wide engineering ex- 
perience, coupled with intimate knowledge of the 
plants served. Let me illustrate: an order comes 
in from a certain mine requesting a renewal part. 
The part is described in detail but the customer 
fails to give the catalogue number or the machine 
for which it is wanted. Usually the salesman call- 
ing on this account can supply the 





Electric locomotive coming 
out of a coal mine. Thou- 
sands of these in operation 
mean an important source of 
revenue for the electrical 
firms specializing in this 
equipment 


one class of trade is 
most profitable to us. 
One incident will illus- 
trate how that works 
out. Acertaincoal mine 
was having trouble 
with the lights in the 
cleaning room over the 





information or we can refer to our 
office records. 

These records consist of a per- 
petual inventory showing catalog 
number of the article, name of part, 





Flood lights mounted above the mine en- 

trance are in keeping with the "Safety 

First" slogan of this mine. Our salesmen 

are continually looking for places where 

flood lights and other equipment may be 
used to advantage 
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Mechanic using portable electric drill solid 








to a coal mine for use in its machine shop 


voltage and for what 
machine it is used. It 
also gives us the date 
on which we billed the 
customer for any one 
of these together with 
quantity shipped and 
billing price. If the 
description tallies and 
we have shipped this 
customer before, we 
can reasonably assume 
that this is what is 
wanted on this order. 
We also have other 
valuable records of 
customers’ equipment 
which saves us many 
errors and allows us 
to make prompt ship- 
ment of orders. In- 
formation of this kind 
is invaluable for that 
purpose as many cus- 
tomers consistently 
send in orders that are 
vague, to say the least. 
Whenever possible 
three men look over 
each order before ship- 
ping to be sure that 
the customer gets ex- 








actly what he wants. 
The policy of hav- 
ing specialists call on 
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A stock of repair parts for elec- 
tric mine locomotives is an im- 
portant factor in rendering service 
to this class of industrial account 


picking table. Men sit here at these 
tables while the coal passes before 
them on a Iarge belt or shaker 
screen. It is their job to pick the 
slate and foreign matter from the 
coal as it passes before them. 

Plenty of light is needed for this 
work and most mines use reflectors 
above the tables. As there is a con- 
stant stream of dust rising from the 
tables, the reflectors become smudged 
and the lights lose their brilliance 
in a short time. 

In order to eliminate this trouble 
our salesman suggested the use of 
flood lights coming from the side. The lights 
are, of course, pointed downward, and are located 
away from where the greatest amount of dust 
rises. Consequently little dust can cling to the 
flood light and the narrow beam is thrown on the 
coal so that it gives far better vision than was 
afforded by the old method. These new lights use 
1200 watts instead of the 2400 formerly required. 

Instances of this kind prove the importance of 
using a specialist who calls on a number of ac- 
counts of the same type. 

We believe that the manufacturer’s represen- 
tatives are invaluable in training our salesmen to 
be industrial specialists. The best plan, we have 
found, is to have the manufacturer’s representa- 
tive spend two or three days with the salesman 
in making actual calls. This is more costly than 
having the manufacturer’s representative talk at 
a meeting of the salesmen but the results cannot 
be compared. In the presence of the customer the 
salesman learns, first-hand, how to meet objec- 
tions that come up in his particular territory. 
While driving to the next call, the specialty man 
and our salesman discuss the last prospect, the 
objections brought out, and the opportunities that 
particular plant affords for this line. Although 
there is considerable direct selling by manufac- 
turers to industrial users, we believe the dis- 
tributor has an excellent opportunity in this field. 
A manufacturer of one line cannot possibly con- 
tact these industrial customers regularly enough 
to secure all possible business. Most important of 
all, the distributor is on the job with a stock and 
a more intimate knowledge of the requirements of 
these particular accounts. 








Selective Selling 


in Practice 





zone C 25 to 50 miles, zone D 50 
to 75 miles, zone E 75 to 100 miles 
and zone F 100 miles and over from 
Columbus. By thus zoning cus- 
tomers it is possible to determine 
whether or not it is profitable for 
a salesman to continue to cover a 
given zone. 

Two columns are provided for a 
record of salesman’s calls, both on 
individuals and in given towns. The 
column headed “R” is used for a 
report of the calls actually made, 
whereas the column headed “N” 
shows the number of calls neces- 





HAT there is only one way 
to determine which sales- 
men, which towns and 
which customers are profitable— 
through the determination of 
facts —is the belief of the 
Hughes-Peters Electric Corp. of 
Columbus, O. In order to ob- 
tain this information quickly and 










The determination of profit- 
able accounts and profitable 
territories is emphasized in 
"The Jobber's Salesman 
Plan" as essential to selective 
selling. A single printed form 
enables the Hughes-Peters 


sary for proper contact in the opin- 
ion of the sales manager. Then 
follow columns for total sales for 
the current month, together with 
total gross profit on these sales. 
The next columns indicate per- 
centage of calls made to the sales- 
man’s total calls for the period, per- 
centage of sales made to the sales- 


economically they have devel- 
oped a very comprehensive form 
of report. It consists of a ledger 
sheet 8% in. by 14 in. and is so 
laid out that the same form can 
be used for records of salesmen, v 
towns or customers. 

In each case two lines are 
devoted to each item, the first line to data for the cur- 
rent month and the following line for the correspond- 
ing month of the previous year. 

Assuming that this form is to be made out for cus- 
tomers the various columns are filled in as follows: 
at the left appears the customer’s name with a notation 
as to whether or not an addressograph plate has been 
made for him. The type of customer’s business is in- 
dicated by the class number and his distance from 
Columbus is shown by a zone letter. 

By classifying customers according to type of busi- 
ness it is possible to readily secure data on and also to 
make mailings to all customers of the same type. The 
following schedule is used for zones: zone A within 
12'%4 miles of Columbus, zone B 12% to 25 miles, 
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Current Month 
Perce Percent 

Toust of af 
Gro. Prof Total Toral 
Calls Salew 





Cover Current Periods= 2nd Set 





Electric Corp., Columbus, O.., 
to secure this 
promptly and economically 


man’s total sales for the period, 
percentage of gross profit to the 
salesman’s total gross profit for the 
period, percentage of sales made to 
what is estimated as this whole- 
saler’s rightful share of the busi- 
ness available from the customer or 
from the town, also what this 
wholesaler’s share of the business available should be, 
expressed in even dollars. 

The report also provides for cumulative figures from 
the beginning of the year in the right hand columns 
where the same headings are repeated. 

These reports have proved to be an invaluable source 
of information, They not only assist the salesman in 
planning his work more effectively and in putting in 
his time where his potential sales are greatest, but they 
also are indispensable to the sales manager in the super- 
vision of his men. 

There is always a danger that any system of records 
will become too costly. This single record form, how- 
ever, gives a fund of vital information at a reasonable 
cost for clerical expense. 


information 





Cover Same Period Last Year. 
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EARLY 400 con- 
tractors, chief 


electricians of in- 
stri lants, di . 
wat geese? AL Wholesaler Holds His 


and a few central station 
men attended the Third 
Annual Electric Show of 
the Lowry Electrical 
Supply Co., held at the 
Park Hotel, Williams- 
port, Pa., on October 28. 

Every detail of the program had been care- 
fully planned in advance. The meeting started 
in the early afternoon with messages from 10 
manufacturers of lines sold by this whole- 
saler. These talks were limited to 15 minutes 
in length and were directed all along the same 
line, the proper merchandising of the manu- 
facturer’s product. Instead of confining his 
remarks to dealer helps in the way of literature 
and window displays, each 
manufacturer tried to out- 





Own Trade Show 


Frank H. Lowry brings his manufacturers and 
customers together each year for a constructive 
sales conference and product exposition, all de- 
tails of which are carefully planned in advance 





These displays were tastefully arranged 





line a concrete plan incor- l PROGRAM 


/ and, most important of all, were attended 





porating the lines along which 
the contractor or dealer should 
work to successfully and prof- 
itably merchandise his particu- 
lar product. ro dane ers cena 
These talks were not de- 
voted to the merchandise nor 
to the beautiful and efficient 
gadgets which made it go or 
made it attractive, but were 
given over to merchandising 
plans outlining what the dealer 
should do in the way of a def- 
inite prospect list, how he and | _INSPECTION OF DISPLAYS AND GETTING 


“ADDRESS OF WELCOME”"—2.45 to 2.56 
yWwRY 


A. T. PISH, View President Director of Suies, L. & H. 


“THE TRUMBULL ORGANIZATION" —3.40 to 3.55 
L. L. BRASTOW. Sales Manager, Trumbull Eleeteie Mig. Co, 


“VALUE OF A MARKET"—-3.55 to 4.10 
L A BENNETT, Vice Presidenx Nations! Electric Praduew © 


“LOOKING AHEAD”—4.10 to 4.25 


W. SHENTON, Consulting Editor Magasine of Licht 


ROBERT FISH, Assistant Geooral Manager Lightolier Co. 


Apptiance Co., | 


“A PRACTICAL PLAN FOR INCREASING THE SIZE AND 
PROFIT OF ELECTRICAL WIRING INSTALLATIONS”— 


“PROFIT QUESTIONS—with GOLDEN ANSWERS” —4.40 to 4.56 
EK A. SMITH, District Appliance Sales Marager Edison General Electric 


by a representative of each manufacturer 
who was there to explain his merchandise, 


=jaicshecivin piicomnenmaamscecieliant dex date its latest developments and uses. This was 


WILLIAM HETZNECKER, Seles Manager, The Hammond Clock Co. 


one of the cleverest parts of Mr. Lowry’s 
scheme—the merchandise was kept out of 


FA ES RED eo It re PAN the talks and shown and explained at an- 


other meeting entirely, yet in the same hall. 
This tied sales plans and merchandise to- 


re gether beautifully. 


Here is the enthusiastic comment of one 


“18 THE FIXTURE BUSINESS COMING OR GOING’ —4.25 to 4.40 manu facturer who was present. “My per- 


sonal experience, from a manufacturer’s 
viewpoint, was that it gave me an oppor- 
tunity to talk informally with a number of 





his men should be trained to | BANQUET WITH SPECIAL MUSICAL, PROGRAM 7.00 to 8: contractors about our own sales plan, to 
sell, the arrangement of dis- | eee discuss their particular problems in apply- 











plays and merchandise adver- 
tising, and the cooperation to 


be expected from both wholesaler and manufacturer. 

After the talks and before the dinner, an hour or so 
was given over to an inspection of the displays which 
were located in another section of the same hall. 
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ing it, and also to tell them about our mer- 
chandise and newer developments. I may 
say, frankly, that right on the floor a lot of business 
was booked by all of the manufacturers present to their 
profit and, of course, to Mr. Lowry’s.” 

After looking over the displays (Turn to page 26) 

















An Approach to the 
Small Order Problem 


The second of a series of articles describing 
how cost accounting methods may be used to 
determine actual operating costs for individ- 
ual orders, customers, commodities, and ter- 
ritories 


ANY pertinent facts are revealed by “The Dis- 
MA tribution Cost Study of an Electrical Whole- 
saler” recently published by the Department of 
Commerce. In the January issue of ELEcTRICAL W HOLE- 
SALING it was shown that many commodity lines were 
actually handled at a loss by the wholesaler studied. 
Another phase of wholesaler operation which has been 
much discussed is the small order problem. Very fre- 
quently the wholesaler discovers that a very large pro- 
portion of all orders han- 


chargeable to each individual 
order depends upon its dollar 
value, number of items, class of 
commodities involved, method of 
shipment, location of customer 
and reimbursement or collection 
expense. To consider all these 
factors separately for each order 
would obviously involve a pro- 
hibitive amount of detail. 

For practical purposes, how- 
ever, total checking expenses may 
be deducted from total operating 
expenses to obtain total variable 
costs. Dividing this last amount 
into total sales then determines 
variable costs per dollar of sale. 
For the house studied this vari- 
able cost amounted to 12 cents 
per dollar of sale as against the checking, or fixed, costs 
of $1.25 per order. 

Thus the cost of handling an order for $10, for ex- 
ample, was $1.25 (fixed cost) plus 10 times 12 cents 
or $1.20 (variable cost), or a total cost of $2.45. At the 
average gross profit rate for this house of 16.6%, the 
gross profit on a $10 order amounted to only $1.66 
resulting in a net loss on the transaction of 79 cents. 
This relation between fixed and variable operating 
costs, net profit or loss, 





dled are so small that 
Dollars 


and dollar value of order 





they do not pay their 
way. In fact, orders are 
sometimes received and 
handled on which the 
operating cost, computed 
on any equitable basis, is 
greater than the total 
amount of the order. 

There is a _ simple 
method by which many oo 
wholesalers have determ- 
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is shown graphically on 
40.71 the accompanying chart. 
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ee “4 With the above cost 
Sacer” figures and at the 16.6% 


gross profit rate an order 
wer of $27.78 showed an 

even break; that is, gross 
profit and operating cost 
were the same. “It might 
be practical, therefore,” 
the report says, “for this 
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wholesaler to use $25 as 








amount below which all So: iS 20 
orders show a loss. This 
consists of dividing total 





Dollars 
Size of Order 


the approximate dividing 
point which sets off 
profitable from unprofit- 


1 i i 
25 30 35 40 45 * 50. 








operating costs by total 
number of orders han- 
dled and thus arriving at 
a figure for the average cost of handling each individual 
transaction. The size of order on which the gross profit, 
at the average gross profit rate, equals this average cost 
per order is then taken as the dividing line between 
profitable and unprofitable orders. 

This method, however, is only roughly approximate. 
Just as a lighting company has certain fixed costs such 
as meter reading and billing which bear no relation to 
the amount of current sold and which determine its 
minimum monthly bill, so the wholesaler has both fixed 
and variable costs in handling each order. 

Checking costs, including all expenses incident to 
routine buying, selling and clerical work, represent his 
fixed costs and, in the case of the wholesaler studied, 
they amounted to $1.25 for each order handled. 

All other items of operating cost vary between indi- 
vidual orders. The share of this total variable expense 


10 


The Relation Between Size of Order and Profits 


able orders. Probably 
an effort should be made 
to reduce the proportion 
of orders below the $25 mark. It is true that the whole- 
saler could never hope to do away with such orders com- 
pletely. Some small orders must always be filled as an 
accommodation to good customers, which may be a very 
effective form of sales promotion. A wholesaler should 
at least attempt to decide, however, whether a given 
class of orders which falls below the profitable limit has 
any promotional value for his house and whether that 
promotional value is sufficient to offset the net loss sus- 
tained on the transaction. It then becomes a question, 
not of refusing to accept all unprofitable orders, but of 
deciding which of these orders it may be desirable to 
fill because of considerations other than direct profit.” 

Orders for less than $5 accounted for 35.3% of the 
total number of orders handled by this house but com- 
prised only 2.7% of total sales. In contrast, orders for 
over $100 each produced 45.1% (Turn to page 19) 
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Live-Wire Pete Licks the Depression 
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"| tell Old Man Bond," says Rusty to Pete, "that I'm doing 
so much business | have to keep my stock on the sidewalk’ 


COUPLE of weeks ago Rusty Buyers breezes 
A into our place wearing the first pleasant smile 

I had seen him with for months. The boss hap- 
pens to be behind the counter at the time, pacing up and 
down and asking himself why he was ever such a fool 
as to get into the electrical supply business. Of course, 
the boss drives a big car, sends his kids to college, 
belongs to the country club and don’t do so bad finan- 
cially, if you ask me. Still, he feels that he ain’t getting 
what he ought to out of the business. 

Well, Rusty Buyers genially slaps his hands on the 
counter and announces that he has the contract to wire 
the new county poor house. 

“Fine,” says the boss, “make sure the specifications 
call for bracket lights in the room they are reserving 
for me—and rush the job ’cause I don’t know how much 
longer I can hold out.” 

Rusty grins at this, but it was just the polite puny 
grin of a guy who can’t think of a good comeback. “I'll 
need 25,000 feet of wire,” he says. 

“Holy Mackerel!” the boss yelps, “I ain’t got that 
much in stock. On account of the depression we are 
keeping stock down to a minimum. I'll let you have 
7,000 feet and put in your order for the rest of it.” 

“Yah, that’s right,” mutters Rusty, rubbing his chin. 
“Well, give me 5,000 feet, that will be a start.” 

“Sure.” says the boss. “Now what else do you need 
for the job?” 

“T got a list here,” Rusty tells him, and they look it 
over together. 

Some of the stuff we have in stock but we are out 
of a lot of the items, and whenever one of these is men- 
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By WALTER J. HOLMES 


Eastern Field Editor, ELECTRICAL WHOLESALING 


tioned the boss reminds Rusty 
that we are stocking light on 
account of the depression. 

Rusty begins to catch the spirit 
of ’32 and breathes a sigh of 
relief whenever the boss men- 
tions he is out of an item, as then 
he won’t have to obligate himself 
so much in these hard times. 
When it was over he heaves a 
sigh of relief and relights his 
nickel cigar at the risk of burn- 
ing his lips from the short end. 

When the customer leaves I 
take up a position in the window 
and note that our competitor, 
Big Bill Givler up the street, 
gives Rusty a cheery wave as he 
passes. Having plenty of time, 
Rusty pauses to pass the time of 
day and, having a good imagination, I don’t need to look 
any more to know what is going on. 

Bill Givler is a natural born enthusiast. When he 
buys black dirt for his flower bed his friends are in- 
formed that he has made a deal in real estate. Right now 
he will be gripping Rusty by the coat lapels and telling 
him that the country has burst into a new era of pros- 
perity; but that a lot of old asses have their heads 
buried in the sand and can’t enjoy the brilliance on 
account of tears in their eyes. And who am I to say 
he is wrong? 











HE boss comes edging up to the window and I shoot 

in the harpoon by telling him that Givler is a smart 
egg and will have Rusty loaded to the scuppers before he 
leaves the place. 

“Givler,” I says, “got his eye teeth cut in the carnival 
racket. He’s as full of lies as a hotel register but he 
knows human nature. When he finished his side show 
spiel in the old days, he always had four or five roust- 
abouts shilling for him; pushing the suckers aside to 
be the first at the ticket box. That started the mob in 
the right direction ’cause it is human nature to go where 
other people go, and to spend money where other people 
are spending theirs.” : 

Well, the boss goes out to lunch talking to himself 
and I do some heavy thinking. Then I amble over to 
the phone and place a nice large order for wire to be 
delivered immediately. 

Two days later Rusty pops into the office. “I come 
here,” he says, “to raise particular hell about your 
delivering 25,000 feet of wire to (Turn to page 24) 








Team Work + Service + Strict Credits 
=Profits 


A CASE STUDY 


Vv 


A well matched pair of executives who go out of their way to render 
service and who hold down their credit losses, find the electrical 
wholesaling business highly profitable in their small city territory 








Volume of Sales 


WELL balanced team of 
executives, the develop- 
ment of selected, profitable 


accounts by the most personal 
kind of service and a strict credit 
policy are the factors responsible 





uaeek ae $250,000 
Size of Territory....8,000 sq. miles 
Population of Territory....400,000 


Character of Business 
Contractors.. 40% Industrials .20% 
Retail Dealers 30% Com'l Bldgs 8% 
Central Stations (Oper. Dept.). 2% 


ecutive is of quite the opposite 
type. He stays inside most of the 
time, devoting his energies to giv- 
ing the best possible service to his 
customers.” He not only knows 
his stock and his catalogs, but he 
is thoroughly posted on the merits 











for the exceptional profits secured 








by this wholesaler. 

This house is the best example 
of a two-man organization which 
we have encountered in our studies. One executive is 
naturally an outside man; he has a forceful personality, 
is a good salesman, mixes easily and is active in the 
general business life of the community. The other ex- 


INTEREST 
and LOSSES 
ADMINISTRATION 


25 % 


9% 





PROFIT 


33% 





How the Gross Margin Dollar is Divided 


Type of Distributor Covered by Study 


of his goods and their applications, 
all the way from a small item like 
friction tape to a complicated au- 
tomatic control system or a_ ventilating installation. 

This well-matched pair of hustlers secured almost a 
five per cent sales increase in 1930 over 1929 at a gross 
profit of 19.7% and an operating cost of only 13% in 
spite of the fact that 12 competing electrical wholesalers 
and three non-electrical wholesalers with electrical de- 
partments travel their relatively small territory. 

The sales volume of $250,000 was handled with a 
total personnel of 11, including, besides the two bosses, 
two outside salesmen (one salesman was dropped the 
latter part of 1930), two warehouse men, a truck driver 
and three office girls. This company has shown a sub- 
stantial profit each year and in the 10 years of its ex- 
istence a surplus has been built up equal to nearly twice 
the original capitalization. 

Wiring materials account for most of the business, 
followed by lighting fixtures, radio, motors, ventilating 
equipment and appliances with relatively small sales of 
telephone and signal equipment and of tools. 

Approximately 3,500 items representing 50 manufac- 
turers are regularly stocked. Parallel lines of wiring 
devices, fuses and safety switches only are carried. Lines 
are rarely changed and most of the manufacturers’ lines 
taken on when the company first started are still being 
handled. 

Salesmen are paid a straight salary and furnish their 
own cars. They receive a flat allowance of $15 per 
week for car expenses. Informal sales meetings are 
held weekly when credits, accounts, new items, price 
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changes and competitive conditions are discussed. The 
sales manager insists that his men carry samples. They 
average 14 calls a day in the city and eight in the 
country. It has been found that the city man can best 
handle about 85 accounts as against 50 for the country 


man. City customers are seen on an average of once a 
week and the country territory is covered every two 
weeks. 


Reversed telephone calls are accepted from country 
customers and charged to operating expense because, 
while each personal call made by the country salesman 








FINANCIAL STATEMENT 
For Calendar Year Ending December 31, 1930 


1. Net Sales, after deducting returns and al- 
JOWORCES. os a kk Seawncdeee $250,000 
2.Cost of Merchandise, including incoming 
trAaNnSHOrlatiOn. -o6 oo sss wes wee las $200,625 
3. (a) Gross Profit (Item 1—Item 2)........ $49,375 
(b) Gross Profit Rate (Item 3a+Item1).. 19.7% 
4. (a) Total Operating Expense (Overhead). $32,320 
(b) Overhead in Percent of Net Sales..... 13.0% 
(c) Operating Ratio (Item 4a + Item 3a). 65.6% 


5. (a). Net Operating Profit (Item 3a — Item 





SSR sa age oes ag, Meany Meese ee $17,055 

(by Net operating Profit Rate (Item 5a ~— 
MUCH ES as cess vir bs oe Uae as 6.8% 

6. Other Income and Deductions 

(ay Interest: Recewed <6. os ce eo ee $40 

(b). Cash Discounts Taken .......... $5,365 

(c) Cash Discounts Given.......... 3,342 
$2,023 
Cad OUR ros os kv wio e's wo enaitecaaut $2,063 
7. Net Profit (Item 6d + Item: 5a).......... $19,118 
8. Net Profit Rate (Item 7 ~ Item 1)........ 7.7% 
0: “Merchandise: Inventory: 2; «i. co 0 oo ene 8 $20,000 
10. Inventory Turnover, Times per Year...... 12.5 
11. Investment or Working Capital........... $55,000 
12. Capital Turnover, Times per Year......... 4.5 

13. Net Profit Rate on Capital Investment 
Clteas: 7° 4—: Keema ll)... es ice cack ss 28.6% 




















Financial Statement Shows 28.6% Earned on Investment 


costs the house $1.25, a five minute toll call from the 
furthest customer costs only 30 cents and a 10 minute 
call only 50 cents. 

This wholesaler has been very successful in securing 
business in competition with manufacturers selling direct 
to his customers. In meeting this competition he points 
out the advantage to his customers of concentrating their 
business on a single source and of securing immediate 
shipment from the wholesaler’s local stock. He also 
emphasizes the advantages of the credit accommodations 
offered by the wholesaler and puts squarely up to his 
customers the fact that he as a wholesaler will assist 
the dealer by credit extensions when necessary to the 
same extent that the dealer favors him with his busi- 
ness. In the case of orders for heavy material coming 
direct from the factory it is pointed out to the customer 
that the wholesaler will make a direct factory shipment 
and deliver to the job within the city limits with no 
cartage expense, whereas in the case of direct shipment 
by the manufacturer cartage costs must be paid by the 
customer. 

Another argument which has proved successful in 
meeting this situation is that the wholesaler protects 
legitimate contractors and dealers. Whenever he re- 
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ceives inquiries for material from a person or company 
not entitled to buy at wholesale this inquiry is referred 
to a contractor or dealer customer, whereas most manu- 
facturers selling direct would take such orders without 
hesitation. 

Lighting fixtures are a most important item with this 
house and a display room is maintained where appli- 
ances and radio are also shown. Customers who do not 
maintain their own stock of the makes of lighting fix- 
tures sold by this wholesaler are made to pay a 10% 
service charge for the use of his display room. This 
charge is not made, however, to those dealers who carry 
a stock. The reason for this is that it gives such dealers 
the feeling that they are being protected, also if they 
use the wholesaler’s display room and their customers 
purchase numbers which they have in their own stock 
they are not penalized. 

Contractors are the most important single group of 
customers and about 30% are 100% accounts buying 
practically all of their requirements from this one house. 
Personal service and cooperation are responsible for 
this contractor loyalty. The majority of these contrac- 
tors fall in groups C or D, that is, they do between 
$20,000 and $50,000 or between $6,000 and $20,000 
worth of business each year. Only 10% of contractor 
sales are for cash and only 5% are over the counter. 

In this territory the most successful contractors have 
specialized on particular kinds of work. Among the 
customers are contractor specialists on industrial plants 
and public buildings, house wiring, lighting fixtures, 
motors, signs, also on oil burner and refrigerator in- 
stallation. 

Ventilating equipment is considered an important line 
and is sold principally to con- (Turn to page 26) 
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'STATEMENT OF OPERATING 


ADMINISTRATIVE 
1. Executive Salaries and Expenses.... 
2. Office Salaries 
3. General Office Expense 
(a) Postage 
(b) Stationery and Supplies......... 
(c) Telephone and Telegraph....... 
(d) Maint., Repairs and Depreciation. 
(e) Miscellaneous Office Expense.... 
4. Legal and Collection Expense....... 


EXPENSES 
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WAREHOUSE 

5. Heat, Light, Water & Power........ 0.2% 
6. Repairs and Depreciation............ 0.1 2 2% 
7. (a) Boxing and Packing............ 0.1 ° 

(b) Delivery Expense ............-. 0.7 
8. Store and Warehouse Salaries ....... 1.1 

SALES 

9. Sales Promotion, Advertising, etc.... 0.4% 3.4% | 
10. Salesmen’s Salaries and Expenses.... 3.0 





FIXED CHARGES 











11. Rent and Other Real Estate Charges. 0.7% o 
12: Insurance; Taxes 23 2 oii vce ce 0.2 0.9 0 
13; Miscellaneous: 26 26 esi sk Sie es 0.0 
OTHER EXPENSES 
14. Interest on Capital and Borrowed 9% 
Rundi 82S ee ee BCE LT 
15. Loss from Bad Debts............... 0.4 

















Breakdown of 13% Overhead 
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E. T. ROWLAND, Editor 


We Believe That— 


Wholesalers and Distributors Should 


1. Economize:—by maintaining strict credit policies, 
adopting budgetary control and effecting operat- 
ing economies. 

2. Localize:—by confining efforts within that territory 
which can be served at a profit and by cooperat- 
ing in the solution of local problems through local 
wholesaler associations. 

3. Specialize:—by concentrating sales efforts on se- 
lected markets, commodities and accounts. 

4. Advertise:—their services and their commodities 
consistently to their trade. 

5. As an industry:—adopt uniform accounting methods 
and uniform cash discounts, undertake distribution 
cost studies and promote a better appreciation of 
the services rendered by wholesalers. 


Utilities Should 


6. Recognize wholesalers as their logical source of sup- 
ply for both wiring materials and appliances. 

7. Adopt merchandising practices which do not deny 
other branches of the electrical industry an open 
market for the sale of incandescent lamps, domestic 
appliances, ranges, radio, refrigeration and all other 
electrical appliances and equipment which is no 
longer in the pioneering stage. 


1932 —A 
Campaign Year 

EVER before have we witnessed four national co- 

operative sales campaigns being conducted simul- 
taneously by the electrical industry. Refrigeration and 
sun-lamp campaigns are already under way. Spon- 
sored by both manufacturers and utilities, plans are 
rapidly being completed for electric range and home 





lighting campaigns, each to be industry wide in its scope. 

In at least three of these programs, local cooperative 
campaigns will follow through on the national adver- 
tising. The active participation of wholesalers is both 
expected and desired. It is none too soon for the 
individual wholesaler to decide which of these sales 
activities he is best equipped to profit from and to start 
making plans now to actively cooperate with his local 
committee. 

These four campaigns present unusual opportunities 
for the distributive branch of the industry in 1932. 
The extent to which the individual wholesaler will 
profit will be limited only by the amount of sales effort 
which he puts forth. 


The New Order 
of Merchandising 


bev results obtained by the substitution of coopera- 
tive sales promotion for active merchandising by 
the Central Hudson Gas and Electric Co. of Pough- 
keepsie are described in this issue. They show, con- 
clusively, that all branches of the industry, including 
the central station, have benefited by the new order 
of merchandising. 

A similar policy has been in operation in Cleveland 
for some time. According to ELEcTRIcCAL MERCHAN- 
DISING, the consumption of current per domestic meter 
in Cleveland for 1931 was 662 K.W.H. as against a 
national average of 639. In Chicago, where the Com- 
monwealth Edison Co. maintains a chain of electric 
shops, the consumption was only 631 K.W.H. 

We admit that in rural territories utilities may find 
it necessary to sell appliances because of a lack of 
qualified dealers, but we do contend that in urban 
communities cooperative sales promotion will do more 
to build their domestic load than active merchandising. 

The utilities of Cleveland and Poughkeepsie have 
nothing to fear from anti-merchandising legislation, 
they have the good will of their consumers, they have 
the support of manufacturers, wholesalers, contractors 
and retailers, and, furthermore, they are selling more 
kilowatt hours. Could there be a more perfect solu- 
tion of the merchandising problem? 


v 


Recognition of the 
Specialty Distributor 


HE industry now has a national trade association 
of specialty distributors. As predicted in our last 
issue, the Radio Wholesalers Association, at its Chi- 
cago Convention, adapted itself to the “new era in 
distribution” by enlarging its field to include the dis- 
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tribution of refrigerators and other utilitarian home 
appliances. The foresight of its officers in sponsoring 
the Chicago Radio and Electrical Trade Show and in 
holding its convention in Chicago at the same time 
resulted in many radio wholesalers securing appoint- 
ments as refrigerator and appliance distributors at a 
time which allows them several months to get well 
under way with their new lines before the opening of 
the spring selling season. 

With its characteristic vigor the Radio Wholesalers 
Association, now the National Association of Radio, 
Refrigeration and Electrical Distributors, already is 
setting itself to the task of solving two problems vital 
to the refrigeration distributor. The first problem is 
that of servicing expense brought upon the distributor 
by the manufacturers’ three year guarantee. The sec- 
ond is the 25 cents per day meter plan which extends 
payments over two years and longer. The differences 
of opinion expressed on the floor of the Chicago Con- 
vention as to the merits and dangers of metered sales 
indicate the need for a thorough investigation of this 
method of selling. 


Which are 
Wholesaler Lines? 


i is often a sore point with the wholesaler when a 
manufacturer reserves the privilege of selling cer- 
tain of his lines direct to the consumer. 

Many manufacturers with a wide variety of products 
have a strictly wholesaler policy on some lines while 
others, usually those requiring special design or a high 
degree of sales engineering, are sold direct to the user 
who is generally an industrial plant. 

Both the General Electric and Westinghouse Com- 
panies have recognized this distinction between their 
lines by selling certain products through their own 
sales organizations while others, adapted to whole- 
saler distribution, are handled by their merchandising 
departments. 

As the lines sold direct often involve a high unit of 
sale it is not surprising that the wholesaler sometimes 
feels he is being discriminated against and that the 
manufacturer is keeping the cream for himself when 
he handles such business direct. 

What should determine whether or not a manufac- 
turer is justified in selling a particular product direct 
rather than through his distributor? Here is the an- 
swer of one manufacturer which does much to clarify 
the situation. 

“The wholesaler is entitled to protection or a com- 
mission where he really performs a service and a sav- 
ing to the manufacturer in his scheme of distribution. 
This is usually done by the wholesaler’s stocking the 
material and delivering it to the customer or by secur- 
ing the business through his own selling effort or 
through his close relations with the purchaser.” 
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Lamp Renewals and 
Public Opinion 


Bie public has been educated, in many cities, to 
expect free lamp renewals from the utility as a 
matter of course. The utilities have a most profound 
respect for public opinion. Therefore, even if they 
have become convinced in their own minds that free 
renewals are undesirable, they hesitate to disturb the 
situation. 

Let the public learn the truth about free renewals, 
however, and no utility could afford to continue the 
practice of this pernicious custom. Educate the public 
and the problem becomes solved. 

We believe the utilities to be sincere in their expres- 
sion of desire and willingness to cooperate with whole- 
salers and dealers. Hence we suggest, in those com- 
munities where the industry and the public is afflicted 
with this evil, that utility, wholesalers and dealers co- 
operate in an educational campaign to acquaint the 
public with the facts concerning this violation of the 
economic principles of sound merchandising. The pub- 
lic loves a square deal. Once it has the true facts it 
will no longer expect the utility to give lamps away. 

But utilities can hardly be expected to initiate such 
campaigns of their own accord, and dealers look to 
their wholesalers for leadership. So it becomes the 
responsibility of the wholesalers to appoint themselves 
leaders in launching such cooperative movements in 
their own localities. 
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Men You Should Know 


W. A. TREADWAY 


President, Treadway Electric Co. 
Little Rock, Ark. 


cal wholesaler is quite a jump, 

but that is the course traveled by 
W. A. Treadway and he has never 
regretted the journey from classroom 
to office. The most likely reason 
for his fitting in so well is that he 
was cut out from the first for a 
career requiring salesmanship and 
diplomacy. 

Mr. Treadway was born October 
5, 1877, at Hearne, Tex., a city be- 
tween Dallas and Houston. His 
father, the late Leo Treadway, was 
originally an Illinois man, and when 
W. A. was three years old, gathered 
his possessions and headed north to 
his native state. However, the cara- 
van halted at Little Rock, the family 
settled there, and remained to pass 
through experiences which are the 
source of this story. 

After finishing grammar and high 
school, the young man entered the 
University of Arkansas to study elec- 
trical engineering, with which degree 
he graduated in 1900. He took ac- 
tive part in all athletics, with special 
attention to sprinting and baseball. 
He remained there to teach for four 
years. His subjects being electrical 
engineering, mathematics and some 
law. 

With his father he attended the 
St. Louis World’s Fair in 1904, and 
while there met Wm. Brown, then 
sales manager for the Ewing and 
Merkle Electric Co., St. Louis whole- 
salers. As a result he signed up with 
the company as salesman and trav- 
eled out of St. Louis for a year. In 
March, 1905, he became ill and was 
laid up until May, when his folks had 
to go to him and assist him back to 
Little Rock. 

In the meantime, his brother, Theo. 
C. Treadway, had also giaduated 
from the University of Arkansas and 
was teaching mechanical engineering 
there. Their father was already in 
business and, in the summer of 1905, 
invited his sons to join him. W. A. 
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f at» college professor to electri- 


told Theo, he would not 
go in without him, and 
the whole affair had a 
happy ending when they 
founded the Treadway 
Electric Co. The first 
location was at 418 
Louisiana St., in a 
room 18 x 25 feet. The 
business then was elec- 
trical construction and 
retail sales, and was 
financed by each of the 
three men putting in 
$150. With the excep- 
tion of $450 additional 
money no more capital 
has ever been put in. Thus this $900, 
plus a lot of work constituted the 
entire capital. 

The business grew fast enough to 
necessitate removal after a year, so 
they secured quarters with the mag- 
nificent space of 90 x 100 feet at 713 
Main St. This was in 1906 and 
this home sufficed until 1918, when 
the scene shifted to 607 Main St. 
The firm was now well established 
and becoming known throughout the 
state as a source of supply, hence 
the wholesale idea was looming 
larger and larger. Though serving as 
a wholesaler in a gradually increasing 
capacity, it was not until 1925 that 
the Treadway Electric Co. officially 
became the first electrical wholesaler 
in Arkansas. In that year they moved 
to a real building at 206-210 Scott 
St., a three-story structure with 26,- 
000 square feet of space. The terri- 
tory was the entire state and has not 
changed since. 


N October 1, 1931, the firm 

was incorporated, both of the 
brothers taking in his son, although 
W. A. Treadway, Jr., is still at the 
University of Arkansas, studying 
electrical engineering, and will enter 
the business later. Theo. C. Tread- 
way, Jr., also a graduate of the Uni- 
versity of Arkansas, is already active. 


* Knowledge of 
Territory Essential. 


The first requisite of the electrical 
wholesaler, Mr. Treadway believes, is 
first-hand knowledge of his territory 
and his trade, including the require- 
ments, habits, likes and dislikes of in- 
dividuals, the methods of transporta- 
tion, proposed construction and, above 
all, the opinion of his customers on his 
methods, goods and service. 


His father handles the buying and 
financial end, while W. A. Treadway, 
Sr., sticks to the sales part, which he 
has always loved. 

Besides the son already mentioned 
he has a daughter, Mary Elizabeth, 
who is now attending the university 
and studying music. His present 
hobby is fishing and hunting in which 
he indulges by many trips into south- 
western Arkansas, usually with 
friends in the electrical business. 


R. Treadway’s ideas about con- 

ducting a wholesale electrical 
business are quite simple, but sound. 
He believes that the first requisite in 
securing and holding volume is to 
know everything there is to be known 
about the territory and the trade, in- 
cluding the requirements, the habits, 
the likes and dislikes of individuals, 
the methods of transportation, build- 
ing and civic improvements proposed 
and, above all, the opinions of his 
customers on his methods, goods 
and service. 








THIS IS NUMBER 14! IN 
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OTD. 


INSULATING TAPE 
RAPID ASPHALT PAINT 


(FORMERLY MARKETED UNDER THE NAME P&B) | 


SOLD EXCLUSIVELY THROUGH JOBBERS 


These two RU-BER-OID insulating and protective products, the choice of many 
industries for over forty years, are sold exclusively through jobbers. If your custo- 
mers are selling the markets outlined below, don’t overlook the wide margin of profit 
these specialties offer them and you. Inquiries are invited. There are some jobber 
franchises open for the right concerns. 
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INSULATING TAPE 


RU-BER-OID 


This old and widely known 
insulating tape, is unsur- 
passed in strength, adhesive- 
ness and pliability. It is mois- 
ture, acid and alkali proof. 
It never ravels nor puckers. 


THE MARKET 


=/ Electric railroads use 
RU-BER-OID insulating Tape 
for overhead line construc- 
tion and for cables, also on 
motor leads of electric cars. 


‘2 Telephone, telegraph 
and electric light companies, 
choose RU-BER-OID Tape for 
overhead line work and also 
use it for conduits, cable in- 
stallations and repairs. 


(3 MinesselectRU-BER-OID 
Insulating Tapefor wrapping 
mining machine and loco- 
motive cables because of its 
ability to withstand rough 
handling. It holds fast 
regardless of acid and al- 
kali conditions encountered. 








RU-BER-OID 


This 46 year old insulating 
and acid-proof paint spreads 
easily and dries quickly. It 
leaves a hard, tough coatin 
that is both odorless an 
tasteless. 


THE MARKET 


* Electrical and process- 
ing industries insist upon 
this insulating paint to pro- 
tect against moisture, acids, 
corrosion and deterioration. 


2 Chemical laboratories 
and electric plating plants 
find RU-BER-OID Rapid- 
Asphalt Paint indispensable 
where acids attack work 
benches, sinks, floors, ete. 
Food industries also use it 
for acid-proofing tanks, vats, 
troughs and barrels. 


cy Mining, smelting, and 
refining companies select this 
paint to protect tipples, con- 
veyors and metal work 
against corrosive fumes. 


RAPID ASPHALT PAINT 





The RUBEROID Co, a 


ROOFING MANUFACTURERS FOR OVER FORTY YEARS. 


Sales Divisions: RUBEROID MILLS~CONTINENTAL ROOFING MILLS 
SAFEPACK MILLS~H. F. WATSON MILLS—ETERNIT 


ASPHALT SHINGLES AND ROLL ROOFINGS— ASBESTOS-CEMENT SHINGLES AND CORRUCATED SHEETS -ASBESTOS, ASPHALT, COAL TAR 
PITCH AND FELT BUILT UP ROOFS-— ASBESTOS: SHEATHINGS, FELTS, MILL BOARD, PIPE COVEKINGS—KRAFT WATERPROOF PAPERS 
—COAL TAR AND ASPHALT FELTS AND SHEATHINGS—-ASPHALT WATERPROOFING PAINTS AND CEMENTS— DRY FELTS AND SHEATHINGS 


Offices & Factories: New York, N. Y.—Chicago, [1l.— Millis, Mass. — Erie, Pa.—Baltimore, Md. — Mobile, Ala. : | 
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Osgar Pliers Comes Back 


Dear Mr. Editor: 

I suppose you have been wonderin 
where and the h—ell I have been but 
1 want to tell you they has been a 
mess of water went over the dam 
since you last heard from me and I 
don’t mean what have you. 

The last time I wrote things was 
going far wide and hansome. Now 
they is going just far and wide, and 
for the past coupla years I’ve been 
busyer than a coupla supply credit 
managers with nothing but radio ac- 
counts but the trouble is that being 
busy now don’t mean nothing as a 
coupla years ago when a guy was 
busy he was making dough. Now 
when he is busy he is either tryin’ to 
collect dough or keep the little he has 
left after the well known storm of 
1929. 

Well I’ve been readin a lot of stuff 
about what caused the crash and the 
economic theery of this and that, and 
Ive saw more charts and predictions 
than a D.T. has saw blue faced ele- 
fants, but charts or no charts the 
jobbers salesmen keep a coming just 
the same. But they is one helluva 
change in those babies. Back in the 
good old days they used to come in 
the shop and offer you a corona cor- 
ona and pat you on the back if you 
was to offer them a order for lesson 
a coupla cases of key sockets they 
would act as though you was offerin 
a 50 cent golf ball to Hagen. Now 
they come in and what they offer you 
would make a Scotchman’s Sunday 
plate donation look like the German 
Repairations which was still due and 
if they is a order in sight for a few 
hundred feet of BX they is more 
salesmen in your shop than they is 
over due bills in your office. 

And boy these guys is tryin to sell 
goods nowadays and when the record 
of this here bad mess of bisness is 
wrote you can put it down in the 
book that one things it did was to put 
a flock of salesmen back to work. 

Well what I want to tell you about 
is a jobber salesman which came in 
here a coupla weeks ago to sell me a 
mess of waffle irons. He had a deal 
which was a cookcoo and I hated to 
say no to this cookie for he was a 
salesman that you could no more say 
no to than you can say no to my 
wife’s mother, but I says to him, 
Big Boy, I says, they is no more use 
tryin to sell waffle irons in this here 
town than they is tryin to sell Cadilac 


’ 


12s twelves, I says, in Siberia. How 
do you know, says he, you cant sell 
Cadilac 12s twelves, he says, in Si- 
beria. Have you ever been in Siberia, 
I says. No, says he. Then, says I, 
you gotta take my word for it, I 
says, and furthermore, I says, people 
in this burg when they have got 
money to spend is buying white bread 
and molases, I says, and they aint 
any more waffles made here, I says, 
than there is oil burners made in 
Hades. 

Well finely, after I was worn down 
and out, I suckummed and I ordered 
in a flock of irons but he promised to 
come along with the shipment and 
show me how to sell ’em. Well, finely 
the irons and him arrived and the 
fun began. I have a girl which I 
sometimes call a bookkeeper but most 
of the time I call her something else, 
and her name is Dora, and the guy 
which first said Dum Dora saw her 
first, and this here salesman puts a 
apron on her. We make some batter, 
dress up a table with some plates and 
knives and get some syrup and per- 
colate some coffee and put Dora in 
the window and start making waffles 
and a sign says come in. Well some 
people came in but Jim starts passin 
out the waffles to the crowd which 
started to watch Dora cookin, and 
Dora aint as bad lookin as she is 
dum, and you dont have to believe 








Originator of Electrical Supply De- 
partment: H. S. Kolts, sales manager, 


electrical supply department, Canfield 
Supply Co., Kingston, N. Y., started 
the electrical department of that com- 
pany by ordering cable, sockets and a 
few items for the trade about 12 years 
ago. At that time there were only 
three a.c. motors in the town and four 
contractors so it was necessary to cover 
considerable territory to secure a vol- 
ume of business. The first year Mr. 
Ko'ts drove 18,000 miles. 





it but Ill be a cake eatin jigolo if we 
didnt sell the irons, and I was a 
sucker to order more. Well here I 
am in this here town not thinking 
nobody can buy anything but what 
they need to and little of that, and 
here I sell a flock of waffle irons just 
by trying—just showing that I was 
to close to the trees to see it for the 
forest. They may be some other 
moral but Im to tired to think of it 
now. 
Hoping you are the same, 
OsGaR PLIERs. 
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An Approach to the 
Small Order Problem 


(Continued from page 10) 


of total sales but accounted for only 
5.5% of total orders. Only 25.5% of 
all orders were for more than $25 
each. 

“Tt would appear that the oppor- 
tunity for eliminating small orders is 
definitely presented to this whole- 
saler,’ the report continues. “In 
erder to undertake any remedial 
measures it would be necessary for 
him to analyze in some detail the 
source of orders of various sizes. 
The analysis which would probably 
be the most productive is to break 
down order-size groups by the meth- 
od of making the sale and by the 
type of customer to whom the sale 
was made. For example, the large 
proportion of total sales value de- 
rived from orders over $100 is due 
in, part to the fact that electrical 
goods are frequently bought from the 
wholesaler in connection with the 
needs of a building contract. On the 
other hand, orders for less than $2, 
which make up 17.4% of the number 
of orders in this case but bring in 
only 0.6% of sales value, are likely 
to be in considerable measure accom- 
modation sales made to individuals 
from whom larger orders may be 
anticipated.” 

Tables are then presented in the 
report (which may be secured from 
the Department of Commerce for 15 
cents) showing distribution of order- 
size groups by method of sale and by 
type of customers. 

The application of distribution 
cost accounting to the determination 
of profitable customers and _terri- 
tories will be discussed in an early 
issue. 
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"Danger Signs" 
By R. G. Booxnout, Editor 
Plumbing and Heating Contractors 
Trade Journal 


There are numerous “Danger 
Signs,” signs which you wholesalers 
must recognize, signs you must heed, 
for if they are ignored it is safe to 
assume that you, as wholesalers, will 
find yourselves and your costly in- 
vestments sitting quietly on the out- 
side looking in. 

The first “Danger Sign,” and one 
of the most important is that of 
the extension of unwarranted, loose 
credits. In the wholesaler’s eager- 
ness for sales and more sales, re- 
gardless of the credit standing or the 
ability to pay of the so-called plumb- 
ing and heating contractor to whom 
he sells his material, he has brought 
down upon his shoulders the dis- 
pleasure and ill-will of the legitimate 
contractor, the man who has been in 
a position to discount his wholesal- 
er’s bills, the man who has conducted 
his business, knowing full well at all 
times that he had an overhead and, 
further, that he wanted to make a 
profit. 

Naturally when wholesalers, in 
their desire for volume, sell to these 
reputable contractors’ competitors 
who operate from cellars, garages, 
coalsheds or any other alley location, 
they are engendering only a feeling 
of distrust and a desire on the part 
of the reputable contractor to deal 
direct with the manufacturer. 

Without being unduly critical we 


are safe in asserting that manufac- 
turers and wholesalers alike have 
suffered and are going to suffer 
additional, exceedingly heavy credit 
losses. These losses are obvious be- 
cause the volume is, and has been, 
badly off, but despite this fact, manu- 
facturers have been pushing mer- 
chandise on to the wholesaler on 
credit, and the wholesaler, in turn, 
has been passing it out on a loose 
credit basis to the contractor. 


In order to stop this nefarious 
practice and to decrease the volume 
of losses, it is our suggestion that 
manufacturers take step immediately 
to investigate or have investigated, 
the condition of the accounts they 
sell, and particularly obtain an analy- 
sis of the accounts receivable of their 
customers. With few exceptions, we 
are confident that the manufacturers 
will find that the majority of whole- 
salers are carrying receivables that 
will never be collected. 

Our suggestion is for both manu- 
facturer and wholesaler to have in- 
delibly stamped upon their minds 
this thought: “Strict credit is the 
basis of stabilization and prosperity.” 

The wholesaler who heeds this 
“Danger Sign” is the one who con- 
tributes his part, from every possible 
standpoint, in creating and maintain- 
ing among contractors a market for 
the manufacturer whose goods he 
warehouses and sells. 

It should be the duty of the whole- 
saler to carefully survey the business 
policies and practices of those con- 








New Arrangement of Territory: Here’s an executive session of the Adelphia 
Electric Co., Philadelphia, discussing the new arrangement of territory which 


will, after January 1, give them North Carolina as a field of operations. 


H. W. 


Leithold is on the left, N. T. Leithold in the center, and James Vaughan at the 


right. 


Will anyone who ever attended a gathering of electrical men in Phila- 


delphia and failed to see Mr. Vaughan kindly step three paces forward? 


tractors to whom he sells material. 
This is just as important to the 
wholesaler as is the credit rating of 
that wholesaler to the manufacturer. 
When wholesalers learn through 
their salesmen or otherwise that their 
clients, the contractors, are not show- 
ing good judgment in the conduct of 
their business, and then make no 
effort to help those contractors by 
advising them and counselling them, 
they are deliberately inviting “Danger 
Signs,” because the foundation on 
which the contractor’s business rests, 
namely, competitive selling to the 
public, is neither sound nor enduring. 

The wholesaler occupies the same 
relationship with contractors as the 
banker does to his client. He extends 
credit to the contractor which, actu- 
ally, is money loaned. The essence of 
all of this is that the wholesaler owes 
a service of cooperative interest and 
counsel to the contractor, to help him 
maintain his business and to conduct 
it at a profit commensurate with its 
risks. 

There is still another “Danger 
Sign” worthy of consideration: The 
day is gone when the plumbing and 
heating contractor can depend upon 
bathtubs, water closets, lavatories, 
pipe nipples and other staples. We 
are coming definitely into an era of 
specialties and the manufacturers of 
those specialties sense that a vast, 
potential market can be developed 
through the aid of the plumbing and 
heating contractor. If these manu- 
facturers find it impossible to place 
their goods in the contractors’ show- 
rooms through the agency of the 
wholesalers, you may rest assured 
that they will do it direct. 

If these specialty manufacturers— 
and by specialties we mean stokers, 
humidifiers, electric washing ma- 
chines, incinerators, water softeners, 
electric dishwasher sinks, gas fired 
house heating boilers, garage heaters 
and other similar products—if these 
specialty manufacturers sell direct to 
contractors there is the possibility 
that the elimination of the whole- 
saler in the matter of specialties may 
suggest to those manufacturers, who, 
today, are selling through the whole- 
saler, an identical plan of elimination. 


(Editor's Note:—These remarks 
from a recent address before the 
Central Supply Association show a 
surprising similarity between the 
problems of the plumbing wholesaler 
and the electrical wholesaler. The 
same “Danger Signs” face each.) 
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ANEW ELECTRICAL INVENTION, 








E.« the research laboratories comes this story of a 
new electrical protecting device. A fuse designed to meet the 
need of modern industry. A fuse with a time-lag long enough 
to carry many of the harmless overloads or current surges that 
occur on all electrical circuits. 


Here at last is a fuse built to keep the plant operating as well 
as to protect the equipment. Just think what this means to the 
user in reducing the number of needless shutdowns that are 
caused by harmless overloads. 

In addition to saving the cost and annoyance of needless 
shutdowns BUSS SUPER-LAG Fuses actually reduce fuse bills 
because fewer fuses are blown. 

Read the story for yourself. You will find it interesting and 


informative. It will give you a real sales story that will produce 
orders for you. Just drop us a line or use the coupon. 


BUSSMANN MANUFACTURING CO., ST. LOUIS, MISSOURI 
A Division of the McGraw Electric Company 
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Is the jingle of your customer’s cash register sweet music to your ears? 


Do you like to see him tickle its keys and hear it yodel? 


Then, listen, buddy, and you shall hear of the latest way to get close harmony out of the me- 


chanical coin counter. 


It’s called “Cash Register Activity” and that’s the right name for it. It’s the big, brand new 
spring selling campaign for General Electric MAZDA lamps—guaranteed to make your cus- 


tomer’s cash register get up on its hind legs and warble, “Happy Days Are Here Again.” 
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OLD CASH REGISTER sINGL 














THIS PLAN WILL MAKE YOUR 
LAMP SALES STEP 


Cash Register Activity is designed to make February, 
March, and A pril hit the high spots in lamp sales. 


Cash register activity makes it easy for you to sell lamps 
because it makes it easy for your customer to sell lamps. 


Cash Register Activity is the double-distilled essence of 
all the brass-tacks, surefire, experience-tested lamp selling 
ideas developed at Nela Park neatly packed into a selling 
drive that will make sales without blah, bunk, or ballyhoo. 


No talk—no sermons—just hard-hitting, common sense, 
plans—plans that will work because they have worked— 
the cream of the crop. 


WAKES UP BUSINESS 


Cash Register Activity is the Big Ben that makes business 
rub the sand out of its eyes and get goin’. 


It puts in the old pep and punch and takes out the slow 
motion. 


It shows your customers how to get the sales they want 





to get-—backs up their enthusiasm with Grade A Ideas that 
will produce CASH REGISTER ACTIVITY. 


DEFINITE THINGS TO DO 


The plans are complete down to the last word. They 
are plain, simple, easily understood, concrete. All the guess 
work has been taken out of them. They work—and how 
they work. All your customers have to do is follow them 
—and the merry jingle of the cash register will be their 
reward—and bigger lamp sales will be your reward. 


DO YOU WANT ALL THE DOPE 


Do you want to know how you can create CASH REG- 
ISTER ACTIVITY for your customers and bigger lamp 
sales for you? Do you want to get the benefits of the 
heaviest advertising campaign ever placed behind G-E 
MAZDA LAMPS? Do you want to cash in on the most 
intensive local sales promotion campaign ever held in your 
territory? 


Then write or wire at once for full details of CASH 
REGISTER ACTIVITY and learn how you can make 
LAMP SALES one of the bright, incandescent spots in 
1932 business. General Electric Co., Nela Park, Cleve- 
land, Ohio. 





TUNE | 


Hear the “G-E CIRCLE” ... the woman’s club-of-the-air . . 
coast-to-coast network of 54 stations, at twelve, noon, E.S.T., every week-day but Saturday. ... Also every 


. over National Broadcasting Company 


Sunday, at 530 P. M., E. S. T., with the world’s finest voices singing the world’s favorite songs .... 


~ 





GENERAL & ELECTRIC 


MAZDA LAMPS 
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He Knows His Halftones: 0. A. Mc- 
Fadden, who plays with advertising and 
catalogs at the Glasco Electric Co. at 


St. Louis, is quite an artist. In fact, 
there is a saying around the city that 
Sidney Smith is the best cartoonist 
since McFadden retired. 





Home Lighting Program 
Progresses 

The Domestic Lighting Committee 
of the N. E. L. A. in conjunction 
with interested representatives in the 
manufacturer group, have developed 
the national and local coordinated 
sales plan for the promotion of bet- 
ter residential lighting. There will 
be no national advertising over the 
name of the National Electric Light 
Association, but the objective is to 
have the wide advertising programs 
of the incandescent lamp manufac- 
turers, and of the manufacturers of 
lighting fixtures, made more effective 
locally. ‘A vital point in the activ- 
ity,” according to R. J. Malcomson, 
chairman of the committee, “is to 
undertake an aggressive activity to 
sell home lighting on a three-year 
plan, recognizing that a vital part of 
the activity is to create in the mind 
of the domestic customer an accep- 
tance of shaded light and of eye- 
sight conservation, and that lighting 
must be sold from the standpoint of 
appeal to beauty in the home. As 
long as: one of every three fixtures 
is unquestionably obsolete; shaded 
light is the exception rather than the 
rule; 32 out of every 100 lamps in 
sockets are of 15 and 25 watts in 
size; people are allowed to feel that 
electric light is expensive; the prev- 
alence of defective vision is ignored; 
inadequate standards of wiring are 
commonly employed; the interest 
and sympathy of all possible cooper- 
ating forces are not coordinated ; this 
challenge will remain unaccepted.” 








Live-Wire Pete Licks the 
Depression 


(Continued from page 11) 


us. I only ordered 5,000 feet from 
you. Givler was to get the rest 
of the wire business. And further- 
more, your driver made a mistake; 
delivered it to my place of business 
instead of on the job.” 

“Sorry, Rusty,” I says, figuring I 
was licked, “we will pick it up, of 
course.” 

“No,” he grins, “it ain’t necessary. 
You see, your driver left the stuff 
on the sidewalk in front of the store 
till our boys could make room for 
it in stock. 

“T come back from lunch and stand 
there looking at the wire, thinking 
what I am going to tell you numb- 
skulls for sending it out. Then along 
comes Old Man Bond, the old fossil 
who owns half the tenements in that 
section, 


“He starts in to tell me how rotten 
business is. Just to make him mad, I 
take the other side of the argument, 
pointing to the wire as evidence that 
we are doing so much business I 
have to keep my materials on the 
sidewalk. 

“T tell him we are thinking about 
raising our prices on account we are 
getting more work than we can 
handle. Of course I was only kid- 
ding, you understand, but the old 


duck takes me serious, and confides 
that he has a lot of jobbing work in 
his tenements that has to be done, 
only he was waiting until the depres- 
sion hit bottom when labor and mate- 
rials would be cheaper. 


“Well, I see I had started some- 
thing then, so I follow through by 
looking over the job to be done and 
giving him a price. This estimate, 
I tell him, is for one week only, and 
if material prices go up in the mean- 
time it will be more. 


“He says something about compar- 
ing prices with other firms and think- 
ing it over. I crack back that he can 
compare prices and still not know 
any more than he did before, be- 
cause comparing prices and com- 
paring values is something else again. 
If we were not satisfying our cus- 
tomers we wouldn’t be up to our 
neck in work, I inform him. 


“It ends up with the old man giv- 
ing me the contract for the job, so 
you can leave that wire. We are 
going to need it—and deliver 10,000 
feet more for the tenement job.” 

“You had better take twenty,” I 
tell Rusty, “and you will get it fresh 
from our stock, that and the other 
items we were out of when you 
called the other day. You see, since 
your last call the boss is working on 
a new slogan. You will see it over 
the door as soon as the sign painters 
have it ready. It reads: you WILL 
FIND IT IN STOCK HERE.” 








Milwaukee's Westinghouse Crew: These are the men on the firing line for the 
Andrae Division of the Westinghouse Electric Supply Co., Milwaukee, Wis. 
Lined up from left to right are: Clarence Peiffer; Ted W. Marquardt; Ralph E. 
Lovdal; H. H. Fredericks; H. E. Marquardt; Bert E. Johnson, and Everett S. 
Kyle. 





February, 1932 


ELECTRICAL WHOLESALING 





25 





SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 






















































































































































































Coupling 


4 Rugged 
Tongue and 
Groove” 
Method of 
Couplin 
Wiremold 
Conduit 












































Really Helpful Data for the 
JOBBER’S SALESMAN! 


The successful jobber’s salesman 
wins and holds the confidence and 
patronage of his contractor cus- 
tomers by supplying helpful sugges- 
tions and handy information. 


At the present time—as every job- 
ber’s salesman well knows — the 
quick-money opportunity for the 
great majority of contractors, big 
and little, in all groups, is in the 
rewiring of business and residential 


buildings of all kinds. 


The WIREMOLD plan makes it 
possible for each individual job- 
ber’s salesman to offer his con- 
tractor customers practical and con- 
structive co-operation along this 
line. As you will note above, there 


is a WIREMOLD “IDEA” folder 
showing the use of WIREMOLD 
in rewiring jobs of every type. And 
this folder will be furnished to in- 
dividual jobbers’ salesmen on re- 
quest. 



































With the aid of these “IDEA” fold- 
ers the jobber’s salesman can then 
work effectively with each contrac- 
tor in planning new business-getting 
activity—and in carrying out the 
plan. 


Nothing breaks down sales-resist- 
ance like going to the ultimate 
buyer with a concrete rewiring sug- 
gestion, offering a real saving and 
a convenient method of securing 
it. WIREMOLD does this—and 
the “IDEA” folders show how it 
does it in specific cases. Nothing 
could be more helpful to the job- 
ber’s salesman himself—at the pres- 
ent time—than to make full and 
free use of this WIREMOLD sales 


ammunition. Do it—and start now! 


NOTICE! 


TO JOBBER’S SALESMEN 


The above is from the current issue of the WIREMOLD JOBBER’S 


SALESMAN. BULLETIN containing GENERAL CHART OF 
“WIREMOLD 1932” Surface Wiring System. 


If you are not re- 


ceiving this and other WIREMOLD literature issued from time to 


time you are missing really helpful business building data that you 


need this year more than ever before. 


KEEP UP WITH “WIREMOLD 1932”—SEND IN THIS COUPON 


THE WIREMOLD COMPANY, 


Hartford, Conn. ee 
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Team Work + Service 
+ Strict Credits — Profits 
(Continued from page 13) 


tractors specializing on industrial 
plants and on commercial and public 
buildings. 

Salesmen are carefully supervised 
and are first selected because of cer- 
tain qualifications. To begin with 
they should have worked with an 
electrical contractor at some time, 
they should have a desire to sell, 
ability to meet people and should 
also possess some knowledge of the 
fundamentals of the costs of doing 
business, both for the contractor and 
the wholesaler. Salesmen are con- 
stantly coached so that they are ca- 
pable of acting as business counselors 
to their customers. 


Industrial accounts are also an im- 
portant part of this wholesaler’s busi- 
ness. Due to the limited size of the 
territory it is impossible to support 
an industrial specialist. The same 
salesmen calling on contractors also 
follow industrial plants. Although 
they are not trained engineers they 
have been taught to secure all neces- 
sary information concerning motor, 
ventilating and other installations 
and one of the executives of the firm 
has the necessary technical knowl- 
edge to render engineering service 
on these lines. 

The resale market is not aggres- 
sively cultivated. This wholesaler re- 
alizes that he is supply-minded and 
consequently devotes his major ef- 
forts to the contractor and industrial 


» 


fields. His men, however, call upon 
contractor-dealers and other types of 
retail outlets and do a fair amount 
of business, especially on small ap- 
pliances and radio. 

The commercial market is not 
overlooked, although it is naturally 
limited in a territory of this size. 
Hotels, hospitals, institutions and of- 
fice buildings are regularly sold by 
this wholesaler. 

The warehouse is located on a rail- 
road siding and contains 11,000 sq. 
ft. of floor space of which 500 are 
used for office purposes and 300 for 
the display room. A _ perpetual in- 
ventory is not kept because of its 
cost, but a turnover of 12% times a 
year is secured by closely watching 
the stock on hand. In spite of this 
high turnover back orders average 
only 3% of total orders received. 

Modern office equipment is used 
including both bookkeeping and add- 
ing machines and service charges are 
made whenever merchandise is re- 
turned through no fault of the house. 

Free delivery is made within the 
city limits, a six mile radius, with a 
one and a half ton truck which aver- 
ages 900 miles per month. Deliveries 
are made as often as necessary and 
no regular schedule is followed. The 
operating cost of the truck, includ- 
ing depreciation and driver’s wages, 
is 16% cents per mile. 

Some time ago an effort was made 
to establish a minimum billing charge 
of 50 cents but this was abandoned 
because of strenuous objections made 
by customers, 

In order to effect operating econ- 





siti clea 


On the Banks of the Wabash: This group represents the Westinghouse Electric 
Supply Co. of Evansville, Ind. We could pay them a lot of fancy compliments 
but it is unnecessary. Left to right: J. H. Richards, manager; C. T. Morgan; 


S. R. Bonifield; H. E. Bracke; W. D. 


Kuhlenschmidt. 


Clarke; C. W. Hughes, and Clarence 


omies several orders from a single 
customer were formerly combined on 
a single invoice, but this practice was 
given up for several reasons. It 
sometimes happened that when a 
price change occurred the same item 
would appear on the same invoice at 
different prices due to the fact that 
the orders covered were not shipped 
on the same day. This, of course, 
resulted in complaints from custom- 
ers. It was also discovered that 
some contractors gave separate or- 
ders for material for each job and 
kept track of their material costs by 
filing their invoices by jobs. Where 
several shipments were combined on 
a single invoice and sent to different 
jobs they were unable to do this. 

A very strict credit policy is large- 
ly responsible for the high profit rate. 
The cash discount period is based on 
the date of invoice except where com- 
petition prevents. In such cases the 
customer is allowed to discount twice 
a month. In no case is he allowed 
to take the cash discount when he 
pays on the 10th of the following 
month for the entire previous month’s 
purchases. 

Credit limits are established on all 
doubtful accounts and a series of 
credit letters is started as soon as 
an account becomes 40 days old. This 
series begins with a small card and 
each succeeding notice is written on 
larger stationery and enclosed in a 
larger envelope. After 90 days a 
series of three very strong letters is 
sent out 10 days apart and if these 
fail to secure results the account is 
turned over to an attorney at the end 
of 120 days without any hesitation. 


Vv 


A Wholesaler Holds His 
Own Trade Show 
(Continued from page 9) 


an excellent dinner was served, giv- 
ing everybody an opportunity to get 
together and become better ac- 
quainted. 

That this method of sales promo- 
tion is successful is proved by the 
fact that Mr. Lowry holds this meet- 
ing each year at the same time and 
each year more customers attend, not 
only those that have been there pre- 
viously, but others that have heard of 
it and its value. And each year the 
sales of the Lowry Electrical Supply 
Co. show an increase over those of 
the year before. 
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don’t 
ravel? 


Norice how clean-cut the edges are. They don’t 


ravel or stick to the roll as the tape is unwound. No 

















A FIRESTONE 
FRICTION TAPE FOR | 
loose threads to pile up and prevent a smooth taping job. EVERY PURPOSE 


: : é a Holdtast 
A special process of cutting Firestone Friction Tape 


A general utility tape at a low 
price, for automotive, electrical 


seals the edges to prevent fraying or raveling. and household uses. Water-proof, 


weather-proof. 


High Test 





Notice, too, how ‘“‘tacky”’ Firestone Tape is. Extra 


For precision electrical uses. Ex- 
tra adhesiveness, exceeding A. S. 


rubber of better quality, adds extra adhesiveness to both T.M. specifications. assuring firm 
grip, long life. ill not discolor 


sides of the tape. Specially treated to resist age. or corveds copper. 
Gray Tape 
In the electrical trades, Firestone Friction Tape is Modo to seliveed specifications, for 


the most exacting electrical service. 


the recognized standard of quality. In the home it is Akron 


. . ‘ “a Splicing Compound 
practically indispensable. Write or call the nearest poem banat esc ell 


e e . ° | Underwriters’ irements. Fuses 
District Office of the Firestone Tire & Rubber Co., | Saghaniiiee thei ounteeiie tanned 
‘ : | tube. Will withstand 10,000 volts 

Akron, Ohio, and Los Angeles, Calif. | dor over § maiauten. 














Firestone 


FRICTION TAPE 


Listen to the “VOICE OF FIRESTONE” Every Monday Night over N. B. C. Nationwide Network 








Copyright, 1982, The Firestone Tire & Rubber Co. 
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The Good Old Days 


1881. Fifty years ago, women 
wore hoop skirts, bustles, petticoats, 
corsets, cotton stockings, high but- 
toned shoes, frilled cotton drawers. 
They did the cleaning, washing, iron- 
ing, 
church on Sunday and were too busy 
to be sick. 

Men wore whiskers, square hats, 
Ascot ties, red flannel underwear, big 
watches and chains, chopped wood 
for the stove, bathed once a week, 
drank 10 cent whiskey and 5 cent 
beer, rode bicycles, buggies and 
sleighs, went in for politics, worked 
12 hours a day and lived to a ripe 
old age. 

Stores burned coal oil lamps, car- 
ried everything from a needle to a 
plow, trusted everybody, never took 
an inventory, placed orders for goods 
a year in advance and always made 
money. 





Luther E. Reid 


1931. Women wear silk (or no) 
stockings, short skirts, no corsets, an 
ounce of underwear, have bobbed 
hair, smoke, paint and powder, drink 
cocktails, play bridge, drive cars, 
have pet dogs and go in for politics. 

Men have high blood pressure, 
wear no hats, little hair, shave their 
whiskers, play golf, bathe twice a 
day, drink poison, play the stock 
market, ride in aeroplanes, never go 
to bed the same day they get up, are 
misunderstood at home, work five 
hours a day, play 10 and die young. 

Stores have electric lights, cash 
registers and elevators, but never 
what the customers want; trust no- 
body, take inventory daily, never buy 
in advance, have overhead, mark-up, 


raised big families, went to. 





mark-down, quota, budget, advertis- 
ing, stock control, annual and semi- 
annual, end-of-month, Dollar Day, 
Founder‘s Day, Rummage and Econ- 
omy Day sales and never make any 
money. 

(Editor’s Note: We are indebted to 
Luther E. Reid, president, American 
Electric Co., St. Joseph, Mo., for this 
keen bit of philosophy.) 


v 


Electric “De-Skeeterization" 

Is a “de-skeeterizer” to be one of 
the electric conveniences of the near 
future? Will the complete home 
have its own little siren to lure the 
mosquito to an untimely death, just 
as mariners of the days of the Odys- 
sey were destroyed by the Song of 
the Sirens? 

By producing electrically a typical 
“mosquito hum,” the mating call of 
the female mosquito, it may be pos- 
sible to lure the males to destruction 
and thus overcome the pest. A dis- 
covery that engenders such a hope 
has been reported by Professor Elihu 
Thomson of the General Electric Co. 

Thousands of male mosquitoes met 
death last summer in the laboratory 
directed by Professor Thomson be- 
cause they mistook the steady hum 
set up by a large electric furnace 
equipment for the song of the “fe- 
male of the species” and swarmed 
over the furnace pit, only to be siz- 
zled in the scorching air. 

The furnace was being operated in 
the fusing of a 66-inch quartz disc 
for making an astronomical mirror. 
Its normal operating temperature was 
around 2,500 degrees Fahrenheit. 
This required 800 kilowatts of elec- 
tricity, and the passage of such a 
volume of three-phase 60-cycle en- 
ergy into the resistance heaters of the 
furnace produced a hum. The loud 
drone could be heard throughout the 
region surrounding the building, and 
was evidently audible to delicate in- 
sect ears in an extensive marshy dis- 
trict just outside the plant. To mos- 
quitoes in that locality, the sound 
must have seemed like the chant of a 
multitude of their females, all hum- 
ming in unison. The males flew to- 
ward the hum and a few moments 
later were dead on the cover of the 
furnace. Countless numbers of their 
dead bodies were observed there by 
the laboratory workers. 

Professor George H. Parker of 
the department of zoology at Har- 
vard University told Professor 








Concentrates on Lighting: Introducing 
Franklin Shaw, city salesman for the 
Johnson Electric Supply Co., Cincin- 
nati, O. Shaw calls on all classes of 
trade but directs his efforts in the main 
to selling adequate lighting in the city 
proper. 





Thomson there is plausibility in the 
explanation which occurred to him. 
Female mosquitoes, Professor Parker 
said, hum to attract the males, which 
are silent. 

“The three-phase, 60-cycle hum of 
the heaters in the furnace,” said Pro- 
fessor Thomson, “is to my ear an 
exact representation of the noise one 
hears as a female mosquito flies into 
one’s room in the night. It is nota- 
ble that, in spite of the great swarm 
of insects, there were no reports of 
bites from the men employed in the 
furnace house. _ The males do not 
bite, but the females do in attempt- 
ing to secure nutrition for the nour- 
ishment and development of the eggs 
which they proceed to lay in the 
stagnant pools. 

“It is easy to organize an electro- 
magnetic ‘hummer’ which, at small 
expense of energy, can spread over 
a large space the peculiar hum and 
attract the males; perhaps also re- 
pelling the females. Various ways 
of trapping the males may be sug- 
gested, as they need not be dessi- 
cated or cooked to get rid of them. 
They may be burned, or drowned, or 
shocked. 

“Certainly, if the male can be 
drawn to a spot and destroyed, the 
egg-laying power of the female 
would be curtailed, and we shall have 
a great dimunition in the mosquito 
population. It is possible even that 
the whole race of them can be thus 
extinguished.” 
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THE ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD, CONN. 
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THESE AIR DEMONSTRATIONS CERTAINLY ARE MAKING 





Ipa Baitey ALLEN—international authority on foods, and Founder- 
President of National Radio Home-Maker’s Club, broadcasting daily 
over a coast-to-coast network. 


The Hamilton Beach Jobber Policy is this: 


1. Sell dealers only through jobbers. 


to 


. Sell consumers only through dealers. 


. Give jobbers and dealers better-than-average profit. 


Ww 


4. Advertise consistently to consumers. 


5. Furnish dealers and jobbers practical material to help them 
tie in with our consumer advertising. 


Our policy is 100% for price maintenance and it’s being lived 
up to. Write today for discounts and our proposition to whole- 


sale jobbers. 


HAMILTON BEACH MANUFACTURING COMPANY 
RACINE, WISCONSIN 


A SUBSIDIARY OF SCOVILL MANUFACTURING COMPANY 


The big Hamilton Beach sales success—Combi- 
nation Food Mixer and Juice Extractor. As a 
mixer, whipper, beater, chopper, can be used in 
the hand or on the stand. Changed in 15 seconds 
to powerful juice extractor. Complete with two 
French ivory bowls, $21.50 list. The “Standard” 
model (without juice extractor) now $16.50 list. 
Prices 45c additional west of Rocky Mountains. 










HAMILTON 


BEACH 





SALES FOR DEALERS! 


READ THIS LETTER: 


“Dear Mrs. Allen: 

Several weeks ago I listened to your talk on 
the Hamilton Beach Food Mixer, and right away 
I bought one. Believe me, it sure is saving me a 
lot of work. The way it beats potatoes is a joy 
to behold. . . . After this, if I have any doubts 
about anything in the line of household appli- 
ances, I’ll write you, as I certainly am pleased 
with my mixer. . . . I am now using the old 
potato-masher for a beefsteak pounder.” 


(Original of this letter is in our files. 
Name and address on request.) 


* * * 


JOBBERS! Hamilton Beach is continuing their 
original air demonstration of Hamilton Beach 
appliances, every Thursday morning, at 10.15 
E. S. T., over Columbia Network, on a coast-to- 
coast hook-up. These broadcasts alternate on 
the subject of Food Mixers. and the Vacuum 
Cleaners, and the Hamilton Beach Quartet fur- 
nishes delightful musical interludes. 

These programs have amazing pulling-power. We 
have received as high as 1800 letters from one broad- 
cast, and every inquirer gets full infor- 


mation on Hamilton Beach products. 


GOLD STAR MODEL 


ga 


—with all the features of a high- 
priced cleaner. Motor-brush ac- 
tion... increased power... smart 
new appearance in clean gray... 
easy cleaning acticn . . . fool-proof 
belt and many other refinements. 
Priced to sell over the counter. 
Jobbers and dealers make good 
profit on the $39.90 price. 
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DISTRIBUTION 























At its Chicago Convention, January 18 to 20, the Radio 
Wholesalers Association voted to extend its activities to 
cover the entire field of electrical specialty distribution 
and to change its name to the National Association of 
Radio, Refrigeration and Electrical Distributors. Refriger- 
ation, taxation and broadcasting problems were discussed 
by prominent speakers 


The R.W. A. Becomes a 
Specialty Distributors Association 


radio wholesalers and refrigeration distributors to 
electrical specialty distributors handling several al- 
lied lines was furnished by the Radio Wholesalers Asso- 
ciation at its annual convention held in connection with 
the Chicago Radio and Electrical Show during the week 
of January 18. 
At this time the R.W.A. voted to change its name 
to the National Association of Radio, Refrigeration and 
Electrical Distributors, to enlarge its membership to in- 


cio wh evidence of the evolution from exclusive 


Around the Corner?” pointed out the essential require- 
ments for the successful distribution of utilitarian appli- 
ances and emphasized the changes which must be made 
in the organization and policies of the radio wholesaler 
when he enters the field of specialty distribution. Mr. 
Wolf’s address will be published in the March issue of 
ELECTRICAL WHOLESALING. 

Senator Couzens was soundly criticized for his atti- 
tude toward broadcasting by Paul B. Klugh, vice-presi- 
dent, Zenith Radio Corp., Chicago. Mr. Klugh said in 





clude refrigeration and appliance distribu- 
tors and to immediately extend its activities 
to cover distribution problems in these new 
fields. The official announcement of the 
association’s executive vice-president, H. G. 
Erstrom, together with a list of the new 
officers will be found on page 50. 

Held in January this year to provide man- 
ufacturers and distributors with an oppor- 
tunity of making new connections prior to 
the spring selling season, the Radio and 
Electrical Trade Show resulted in the ap- 
pointment of many radio wholesalers as dis- 
tributors of allied lines. A report of this 
show appears on page 53. 

Nearly 300 manufacturers, radio whole- 
salers, refrigeration distributors and dealers 
attended both the convention and the trade 
show. 

It is seldom that six speakers of the 
calibre of those who addressed the Radio 
Rally on Tuesday can be found on the 
program of a single session of a trade asso- 
ciation convention. Problems of refrigera- 
tor distribution, the perils of. increased 
taxation, the dangers of governmental in- 
terference with broadcasting, and _ utility 
merchandising were the chief topics of 
discussion. 

Martin J. Wolf, 
Chicago, speaking on the subject “What Is 
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Marketing Advisor, 


Resolution Opposing Couzens Bill 
Unanimously Passed at Convention 


WHEREAS: The United States Senate has unanimously passed a 
resolution presented by Senator Couzens directing the Radio 
Commission among other things to determine to what extent 
facilities of broadcasting stations are used for advertising 
purposes; what plans might be adopted to reduce, limit, con- 
trol or perhaps eliminate the use of radio facilities for com- 
mercial advertising purposes and the feasibility of govern- 
ment operation of broadcasting facilities, and 


WHEREAS: It is well known that American broadcasting programs 
are the best in the world and that the high class programs 
being furnished to listeners could not be provided if it were 
not for advertising, and 

WHEREAS: It would be impracticable to collect a tax from an 
American citizen and repulsive to them because of their hav- 
ing received broadcasting free of charge for many years, and 


WHEREAS: There is too much government in business and not 
enough business in government, 

THEREFORE, BE IT RESOLVED: That the National Federation of 
Radio Associations and the Radio Wholesalers Association, 
in convention assembled, oppose any fundamental change in 
our broadcasting methods, systems or control as being unwise 
and unjustified. 


ELECTRICAL WHOLESALING 








part: “The resolution just in- 
troduced into the United 
States Senate by Senator 
Couzens of Michigan, re- 
quires careful consideration 
by the radio industry, not be- 
cause of what the bill requires, 
but because of what it implies. 
The resolution, among other 
things, seeks an inquiry into 
what the Senator naively calls 
‘the growing dissatisfaction 
with the present use of radio 
facilities for commercial ad- 
vertising’ and the ‘feasibility 
of government ownership and 
operation of broadcasting fa- 
cilities’ and how other coun- 
tries ‘control advertising.’ 

“Perhaps the distinguished 
Senator knows what he is 
stepping into and perhaps not. At any rate he can 
receive an emphatic answer from almost anyone who 
has spent some time in Great Britain, which is the 
broadcasting system the Senator has in mind, I assume, 
by the form of his question. Everyone familiar with 
British broadcasting knows that their programs cannot 
be compared with ours. Americans find them largely 
uninteresting and many call them ‘deadly.’ If we want 
radio listeners to lose interest in radio, the British sys- 
tem will do it in the shortest space of time. 

“There is nothing wrong with our broadcasting sys- 
tem. Limitation of advertising controls itself automat- 
ically. The advertiser who presses too hard on advertis- 
ing finds that there are no ears to listen to his talk, 
because the listeners will tune out objectionable, over- 
zealous or too plentiful advertising. There is no need 
to have any government regulation of this. It regulates 
itself. I, therefore, look upon the advertising and gov- 
ernment control phases of Senator Couzens’ investiga- 
tion as wasted time. Quite on the contrary, the govern- 
ment, listeners and the radio industry should encourage 
advertisers to continue their excellent programs. The 
great fear is actually that advertisers will get tired of 


L. B. MANNING 
Vice-president 
Cord Corp., Chicago 





MARTIN J. WOLF 
Marketing Advisor 
Chicago 


LOUIS RUTHENBERG 
President 
Copeland Sales Co. 
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PAUL B. KLUGH 
Vice-president 
Zenith Radio Corp. 


POWEL CROSLEY, JR. 
President 
Crosley Radio Corp. 


Six Prominent Executives Addressed the Convention 


the fight being made on them and will decrease their 
broadcasting appropriations. That would be a sad state 
of affairs for American listeners. In times like these, 
when we are all disturbed by mental and commercial 
indigestion, listeners should be thankful for the wealth 
of entertainment and instruction coming to them free 
of charge. Therefore, I say to listeners and Senator 
Couzens, ‘Stop fighting radio advertisers! You are 
rocking the boat and if you don’t, you’ll be looking for 


a log to save your radio lives’!” 

= resolution appearing on the opposite page was 
then introduced by Mr. Klugh and unanimously 

passed by the association. 

L, B. Manning, vice-president Cord Corp., Chicago, 
who is championing the cause of the overburdened tax- 
payer, told his audience: “It is of even greater import- 
ance than selling radios and automobiles in 1932 that 
dealers generally act immediately to stem the orgy of 
governmental spending which is reflected in higher 
taxes. Unless citizens put their weight against govern- 
mental squandering, not only will markets be seriously 
affected, but the stability of the country jeopardized. 

“Government machinery, 
state, local and federal, costs 
the people of the United States 
$15,000,000,000 a year where- 
as the earning capacity of the 
total population of the United 
States is only $70,000,000,000. 
In other words, one dollar 
out of every five earned in 
the United States now goes to 
provide the pay rolls of tax 
gathering and tax spending 
agents.” 

Mr. Manning pointed out 
that today the government is 
competing with its own citi- 
zens in 250 different kinds of 


GARDINER HOWLAND undertakings, ranging from 
Chairman banking, insurance, transpor- 
Merchandise Bureau, 
NELA. (Turn to page 49) 
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How a Radio Wholesaler Trains His 
Appliance Dealers 


ESS than 3% of the 438,744 wired homes in this 
country have an electric iron. Only 4% have a 
toaster, and 1% an automatic iron. This indicates 

to us that there is something radically wrong with the 
merchandising methods in the sale of electrical appliances 
by the average independent dealer. 

The blame for this situation belongs to the manufac- 
turers and wholesalers who fail to offer attractive mer- 
chandise at prices that are within reach of the average 
person. Also they have failed to teach the retailer how 
to sell their goods once they are placed in his stock. 

The department store is less dependent on sales help 
from manufacturer and wholesaler since they have their 
own highly efficient merchandising experts. Because of 
this they account for 70% of the small appliance sales 
in this country. 

It is our belief that 
the independent electrical 
dealers, hardware deal- 
ers, and other small re- 
tail outlets need our spe- 
cial help in capitalizing 
on this enormous poten- 
tial market for appli- 
ances, 

The small independent 
dealer has no staff of ex- 
perts to aid him in adver- 
tising or display, and he 
has no expert buyer to 
assist him in the selection 
of up-to-date appliances 
with an appeal to the 
modern housewife. 

In many cases the 
wholesaler’s salesman 
calls on the dealer with 
four or five manufactur- 
ers’ catalogs, which show 
a wide variety of irons, 
for instance. He makes 
no special attempt to sell 
any one iron and conse- 
quently the dealer makes 
a rather haphazard selec- 
tion. Our own men, on the contrary, sell only a single 
line of appliances and are thoroughly trained in the mer- 
chandising of each of the 18 to 20 items in that line. 

Some manufacturers are using the dies that were made 
10 years ago and are still selling nickel whereas the 
housewife of today wants chrome. The department store 
buyer, always alert to the latest trend, knows this and 
protects himself accordingly. 

The small retailer, however, has a thousand and one 
things to think about besides electrical appliances. In 


This “Merchandiser” gives 
the dealer a separate elec- 
trical department with se- 


lected appliances attrac- 


tively displayed 
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"Our dealers are not merely sold appli- 
ances. They are sold a franchise and prom- 
ised a definite service. Hence the initial 
sale to a new account means much more 
than a single purchase." 


By JOHN WOOD 


Merchandising Manager, Electrical Appliance Division, 
May Radio and Television Corp., 
New York City 


many cases he sells a few 
toasters, etc., at Christ- 
mas, and perhaps a cou- 
ple of percolators for the 
June bride. He believes 
this to be about the ex- 
tent of his market. The 
department store knows 
better and has a continu- 
ous sale of appliances the 
year round, 

Our first step in help- 
ing the dealer is to 
choose for him the most 
popular appliances we 
can obtain. We do not 
offer eight or 10 irons. 
We have studied the 
market and selected two 
of different price range 
that have proven to be 
the most popular séllers. 
This aids him in keeping 
a.low inventory and, with 
our merchandising methods, the dealer has been able to 
sell enough merchandise to keep our manufacturer busy 
24 hours a day. Sales concentration on a few numbers 
makes mass production possible. 

In the past the dealer has bought a few items of this 
and that appliance but with no special program for sell- 
ing them. Hence we not only help him in the selection 
of his stock but we go further and teach him how to sell. 

For example, the average retailer has always thought 
that waffle irons were an item that nobody would 
buy in the summer. People don’t eat waffles in hot 
weather, but with our program waffle irons are a year 
round item. Our advertising, which carries the dealer’s 
imprint, tells the public how to use the waffle iron in the 
summer. Recipes for strawberry and other fruit short- 
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cakes made in the waffle iron will be published this 
coming summer. 

In the early spring people suffer from aches and pains 
due to the rains, dampness and winds. At this time ads 
for electric heating pads are especially effective. Thus 
we have a year round program worked out for mer- 
chandising our entire line. 

Now take the matter of advertising. The department 
store has ad writers and card writers whose services are 
available to its merchandising managers. We have the 
same and are only too glad to make up any special dis- 
play piece or ad for any of our dealers at a fraction of 
the cost usually charged for such service. In addition to 
our standard line, we have a companion line which may 
be occasionally featured by the dealer for special sale. 
We furnish circulars to be wrapped in packages and dis- 
tributed house to house or by direct mail. This service 
is available to the retailer at a very low cost. 

Dealers have been especially lax in the matter of dis- 
play and have allowed millions of dollars in neighbor- 
hood business to slip through their fingers, not only sales 
that have gone to the large department stores but sales 
that should have been, but never were, made. 

If the appliance display was on a table it was likely 
to be jumbled up with other merchandise, with no setting 
or appeal. Again, the 
display was above the 
normal vision of the 
eye where it stayed 
until tarnished and 
unattractive. Our 
salesmen, therefore, 
are educating the re- 
tailer on these points 
and are also getting 
him away from the 
museum type of dis- 
play where the goods 
are behind glass. Oft- 
entimes we have 
found that it was ne- 
cessary for the dealer 
to unlock the case in 
order to show the 
goods. ’ i 

Toa large extent ’ ‘ 
appliances are impulse 
items. If the house- 
wife goes to the hard- 
ware store for another 
item and happens to 
see something that attracts her attention; she hesitates 
to compromise herself by asking the dealer to bring it 
out. On the other hand, if it is displayed in one of our 
merchandisers, or open display tables, she may take it 
in her hand and get the feel of it. She sees the price 
plainly marked and the item is half sold while her pack- 
age of clothes pins is being wrapped. 

This policy of having goods plainly marked and out 
in the open where they may be examined is one of the 
department store’s greatest sales helps. In fact, expen- 
sive jewelry is about the only item that a department 
store keeps behind glass. We are educating our retailers 
to the value of open displays of merchandise which 
are within reach of the customer. 
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Sales appeal is lost when an 
appliance has to be taken down 
from a high shelf and dusted 


off in front of ihe customer 








Many retail dealers sell only a fraction of their possible mar- 

ket for appliances because they use the "museum type” of 

show case and compel customer to compromise herself by 
asking to see an item 


Ws 


This type of display, a jumbled mass of merchandise, is re- 





placed with our "Merchandiser" 


Our dealers are not merely sold appliances. They are 
sold a franchise, promised certain things. They, in re- 
turn, promise other things. For that reason the initial 
sale to a new account means much more than a single 
purchase. 

It means that the dealer will get all the merchandising 
helps given to the largest department stores in the city. 
He will be able to put in window displays that have 
been tested in many stores and proven to be resultful. 
He will get counter material, booklets that every house- 
wife will want, telling her how to do her ironing easier 
and better. He will get sales helps for his sales people. 

By reading our manual and talking with our salesman, 
clerks will learn the common complaints pf customers 
about electrical goods and the proper answer. For in- 
stance, the housewife may complain that while the bot- 
tom of her waffle is well done, the top is underdone. 
In that case she has probably allowed the top to remain 
up instead of closed, so that it is relatively cool when 
she pours in her batter. Simple explanations of this kind 
teach the customer to operate her appliances more effi- 
ciently and build good will both for our line and for the 
dealer. 


Our merchandiser gives the (Turn to 


44) 
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Developing the 
Tube Market 


By J. W. McIVER 


Sales Promotion Manager, 
RCA Radiotron Co., Inc. 


HE successful direction of 
| sas, merchandising and 

promotion activities depends 
upon an accurate knowledge of 
market conditions and a clear- 
cut conception of the job that 
has to be done. Usually, we will 
find that those organizations that 
are successful, know what needs 
to be done and then, systemati- 
cally, go about doing it. There 
is nothing mysterious about their 
methods. 

A little over two years ago the 
RCA Radiotron Co., Inc, started as an organization. 
Strange as it may seem, at the beginning of 1930 there 
was little or no information readily available regarding 
the distribution and merchandising of radio tubes for 
renewal purposes. 

So that we would have facts to guide us in formu- 
lating our sales plans, a survey of more than 2,000 
dealers was made. This was not a high-spot survey, but 
an intensive one. For example, we went into Hartford, 
Conn., and called on every possible radio tube outlet— 
207 in all. When we completed our Hartford survey, 


J. W. Mclver 


we could tell you everything about the way tubes were 
sold in Hartford—not only our product but our com- 





















The development by the manu- 
facturer of definite plans to aid 
the salesmen of his wholesaler 
in the sale of his product is one 
of the major points in "The Job- 
ber's Salesman Plan." This is the 
third of a series of articles tell- 
ing how individual manufacturers 
have developed such sales plans 


petitors’ products as well. We knew 
how many brands the dealers sold; 
how many weeks’ stock they carried ; 
how many distributors they purchased 
from and a hundred and one other 
things. What we did in Hartford, we 

did in many other centers. From the 

mass of information, the following 

points stood out: 

1. Only 17% of the dealers had any 
radio tube displays of any nature in 
their windows at the time these calls 
, were made. 

. 2. Only 38% had any evidence in- 
side their stores that they had tubes 
for sale. 

3. Twenty-five per cent of the dealers selling radio 
tubes did about 80% of the radio tube business. 

4. Nearly all dealers (at that time) considered the 
primary object of radio retailing to be set selling—not 
tube selling. 

5. Few, if any, dealers had any conception of the 
volume and profit possibilities of the radio tube. 

That gave us a picture of dealer distribution of radio 
tubes. Next, we wanted to find out more about the 
way our distributors handled their tube business. There- 
fore, we made a study of the tube business of one of 
our most active distributors. He gave us a list of his 
active accounts—a little over 400. We called on every 
one of those accounts. Here’s what we 
found: 

1. Evidence of lack of cooperation and 
coordination on tube sales activities be- 
tween all tube manufacturers, distributors 
and dealers. 

2. Eighty per cent of the dealers served 
by this “active” distributor stated that they 
considered the tube business a side line and 
a necessary evil. Consequently, they were 
doing nothing to develop it. 

3. This distributor’s “active” accounts 
were giving the greatest part of their tube 





This carefully planned window display by Wilrath, 
Inc., Philadelphia, utilizes the ‘Super-Selling 
Fools" to focus attention on a definite sales 
message 
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With "Super-Selling Fools" as soldiers, Radio- 

trons as ammunition and display cartons as fort- 

ifications, this window display of the Florida 

Light and Power Co., Miami, is full of human 
interest 


business to competitive distributors. 

It was not necessary for us to look 
further to find out what had to be done. 
The first thing that had to be done was to 
sell dealers, distributors and distributor 
salesmen on the importance of the radio 
tube renewal market. If those upon whom 
we have to depend to distribute our prod- 
uct are not sold on it, we cannot hope to 
get to first base. When I was in the lamp 
business, I received a letter from a small 
dealer in Missouri. Originally, he was one 
of the four Mazda lamp dealers in his 
town. When he wrote his letter he was the only dealer 
selling Mazda lamps. He had scrawled out with a lead 
pencil his motto for selling success. It was this: “First 
be sold yourself.” 

So that those engaged in radio tube distribution might 
see the possibilities of the market as we saw it, the 
publication Goop News was started. Regularly, once 
a month, this publication has gone forward to radio 
tube dealers, distributors and distributor salesmen. In 
a straight-forward, interesting, often entertaining man- 
ner, Goop News has presented facts and figures on the 
radio tube renewal market and has offered suggested 
methods and concrete plans for developing it. 

There are few engaged in selling today who do not 
recognize the importance of store window and interior 
display in selling a reminder product. We knew that 
few dealers were displaying our 
product or even competitive 
tubes. Our surveys showed that. 
Radio set dealers—the major 
outlet for radio tubes—devoted 
all of their window and store 
displays to radio sets. They were 
little interested in the aggressive 
merchandising of radio tubes. 
Few of them saw in the radio 
tube a real merchandising leader 
which would bring customers 
into their stores, thus giving them 
an opportunity to demonstrate 
new sets to customers who asked 
for tubes for use in old type sets. 

How were we going to get 
dealers to keep a constant radio 
tube reminder in their windows? 
It would be easy if we could get 
something that would help them 
sell radio sets and, in addition, 
appeal to their imagination. We 
started looking for that idea. 
Finally, we found it—the Super 
Selling Fool. Today, more than 
38,000 Super Selling Fools are 
working for more than 5,000 ra- 
dio tube dealers. There has been 
no end to the originality which 
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RCA RADIOTRONS 





This Radiotron merchandiser incorporates 12 
features, determined after field studies, for 
increasing store sales 








dealers have displayed in building window displays with 
these little men. 

The facts which we had gathered from our dealer 
and distributor investigations were sufficient to enable 
us to start our distributor-dealer sales promotion pro- 
gram. However, they did not provide the necessary 
information for dealer-consumer sales promotion. With 
one big job out of the way—getting the facts on dis- 
tributor-dealer distribution—the next one was tackled. 
There are two places where radio tubes can be sold— 
in the dealer’s store and in the customer’s home. We 
wanted a plan for each method of distribution. 

Our young men went behind the counters of leading 
retail stores to find out how to sell radio tubes to the 
public. The main object of this merchandising inves- 
tigation was to develop Radiotron Merchandisers. This 
investigation work covered a 
period of 18 months. Approxi- 
mately 100 Merchandisers of 
almost as many different designs 
were tested in the stores of 
progressive Radiotron dealers. 
The result of this work estab- 
lished the fundamentals which a 
good Merchandiser should in- 
corporate. 

From all of this work also 
evolved the Radiotron Store 
Merchandising Plan. This is a 
plan which brings customers to 
the dealer’s store. The induce- 
ment which brings them to the 
store is the offer of free tube 
testing, a free radio log and a 
free tube carrying carton. 

The work in retail stores 
showed that there was a real 
need for accurate tube testing 
equipment designed from a mer- 
chandising point of view. Deal- 
ers needed simplicity in testing 
equipment. They needed meters 
that their customers could un- 
derstand without taking a course 
in electrical engineering. We 

(Turn to page 48) 
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Philadelphia Wholesalers Participate 
in Sale of 5,000 Ranges 


URING the recent coopera- 

tive campaign of the Elec- 

trical Association of Phila- 
delphia 4,769 electric ranges were 
sold between March 16 and Decem- 
ber 31 of last year. Sales for the 
entire year of 1931 exceeded 5,000 
units. With the exception of about 
40 ranges, all sales went through 
local wholesalers and distributors. 

At the start of the campaign 
practically all sales were made by the local utility, the 
Philadelphia Electric Co. As the campaign progressed, 
however, and as public acceptance of electric cookery 
increased, distributors and dealers accounted for a larger 
proportion of sales. Also, many distributors who failed 
to enter the campaign at the start were later convinced 
that it offered them an unusual sales opportunity and 
became active only during the latter part of the cam- 
paign period. 

For the entire nine month period 3,504 ranges were 
sold by the central station, 718 were purchased by per- 
sons identified with the electrical industry and 547 were 
sold by distributors and dealers. Practically all ranges 
sold by the utility, however, were purchased through lo- 
cal distributors. 

The first problem which had to be solved in getting 
this campaign under way was the creation of dealer and 
industry acceptance of electric cookery. Next, an edu- 
cational campaign was worked out to develop public 
acceptance. At the same time the problems of install- 
ing and financing had to be met. 

It was found that actual ownership of ranges by 
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Over 99°, of campaign sales were made through local 
wholesalers. In most cities cooperative electric range 
campaigns will soon be inaugurated, tying in with the 
three year national campaign. The methods used success- 
fully in Philadelphia to solve the major problems of creat- 
ing public and industry acceptance, installation costs and 
financing should prove adaptable to other communities 


those in the electrical industry would do more than any 
other one thing to create public acceptance. Investi- 
gators sent on shopping tours found that prior to the 
campaign sales people were themselves skeptical of the 
merits of electric cookery. 

Some believed that the electric range would not cook 
as fast as others and that it was expensive to operate. 
Actual ownership of electric ranges by these sales people 
changed them into enthusiastic boosters. The influence 
of everyone connected with the electrical industry, al- 
though not necessarily in a sales capacity, was also 
found to be very important. Each of these families 
had its own circle of friends who in many cases con- 
sulted them before making a purchase. Such questions 
as, “How long does it take to get the oven hot?” “Why 
do electric ranges keep the kitchen cool?” and “Does the 
electric range broil well?” were best answered by satis- 
fied owners with practical experience. 

To develop public acceptance through education a per- 
manent and centrally located range exhibit was main- 
tained for the products of those manufacturers who 
were members of the Electric Association of Philadel- 
phia. Here dealers and contractors were 
welcome to bring prospects who wished to 
see a complete line of ranges. Demonstra- 
tions and assistance in closing sales were 
given when desired. 

Carefully trained home service workers 
visited the homes of all new range owners 
to instruct them in securing the best re- 
sults in electric cookery. This service was 
not limited to a single call. Periodical call- 
backs were made to insure satisfactory 


A specialty distributor holds his own cooking 
school. Judson C. Burns, Philadelphia distributor 
of G. E. refrigerators, conducted daily cooking ses- 
sions during the week of November 16. In addi- 
tion to a discussion on marketing, demonstrations 
in cooking were given by caterers and chefs from 
leading restaurants on the specialties of their 
houses. There were separate days for French, 
Chinese, Jewish, Italian and American dishes. 
Six hundred women attended the school 
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operation of the range and these calls often yielded val- 
uable prospects. The expense of these home service 
workers was borne by the utility. 

Cooking schools at which electric ranges were demon- 
strated were conducted by the Philadelphia Inquirer 
and the Public Ledger. The total attendance for the 
season was 80,000. In addition to talks on the prepa- 
ration of foods, the advantages of electric cookery were 
stressed at these schools with emphasis on the better 
cooking and freedom from drudgery made possible by 
the electric range. 

It was found that trade-ins were unsatisfactory and 
this feature of the plan was eliminated from the 
campaign. 

In all sales promotional work current costs were stated 

t “A penny a meal” although actual tests proved it to 

be less in many instances. Out of 5,000 ranges sold 
only 18 complaints were received on current costs and 
15 of these were immediately adjusted to the satisfac- 
tion of the customers. 

Contractors and dealers were relieved of all financ- 
ing problems through arrangements for taking over 
their paper made by the Philadelphia Electric Co. The 
customer in turn paid for the range with his light bills. 
Terms were “Not less than $5 down payment and the 
maximum term of the agreement must not exceed 24 
months, with a carrying charge of 1% per cent per 
month on unpaid balance after deducting down pay- 
ment.” 

The method of handling the cost of the wiring neces- 
sary to install an electric range has presented a serious 
problem in many cities where the sale of ranges has 
been actively promoted. In the Philadelphia campaign 
the local utility assumed all installation costs. Hence, 
there was only one price to the cus- 
tomer, the selling price of the range 
itself. This applied, of course, only 
to first floor installations. Where 
a range was sold and financed by a 
dealer, he and two others were in- 
vited to bid on the installation 
which was paid for within 30 days 
by the central station. 

During the campaign a total of 
$25,000 was spent on sales promo- 
tional advertising including news- 
papers, radio and bill boards. 

Large newspaper space was used 
to command instant attention and 
only one newspaper was used each 
day. Several days later another advertisement would 
appear in a different paper, thus giving all copy the 
benefit of repetition and complete coverage in the Phil- 
adelphia field. 

Dramatic copy and illustration were used as shown in 
the illustration. This particular advertisment, which 
was one of a series, received honorable mention in the 
Harvard Award for effective advertising. 

In the advertising campaign 10 major advantages of 
electric cookery were featured. 

CLEANLINESS.—Less dirt—no smoke and soot—no 
fumes. 

Less TIME IN THE KitcHEN.—The electric range 
helps to provide extra hours of leisure. Food can be 
placed in the oven and forgotten until serving time. 
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Large newspaper space was used to com- 
mand instant attention and only one 
newspaper was used each day. Several 
days later another advertisement would 
appear in a different paper, thus giving 
all copy the benefit of repetition and 
complete coverage in the Philadelphia 
Dramatic copy and 
were used as shown in the illustration. 
This particular advertisement, which was 
one of a series, received honorable men- 
tion in the Harvard Award for effective 
advertising 











PORTRAIT OF A Lapy 
Preparing a Meal 
for four eee 


Miles away from the kitchea--keeping voung—getting the 
most out of life. Yet within the hour -a gracious ho-te--, 
presiding over a perfect meal prepared by her own hand=. 


“How do you do it without servants?” ask her gue=t- 
as they compliment the perfection of the roast, the 
palate-tempting delicacy of every item of the menu. 


Thoasand: of modern women kaow the answer “Electric 
Cooking.” Thousands of women will tell you that an 
electric range means less time im the kitchen - quicker. 
cleaner, cooler cooking —and assures perfect results for 
even the most complicated reeipes. 


Every woman is entitled to enjoy this new freedom from 
kitchen captivity. Every woman can—for the cost is no 
more than any other method. 
Ask your dealer to tell vou 
the facts vou lt be amazes. 


ELECTRIC RANGE 


Better cooking, a cleaner. 
cooler kitchen and many 
more leisure hours — for 


@ penny per person per meal. 
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down will buy a 
electri range. 
© Free installation under 
standard conditions. 
© Fwo years to pay the 
helance if you wish, 
eand an allowance 
for your old range. 


_— ELECTRICAL ASSOCIATION OF PHIL san, PHIA 
f mem pripl mpameaen of drents, mira ims Mservimtos 5. ee 











Better CooKING.—More easily 
done. Electrically cooked foods 
look better and come to the table 
with the flavor sealed in. 

GREATER SAFETY. 

A CooLer KitcHEeN.—Less heat 
escapes from the oven. 

EcoNoMy OF OPERATION.—No 
heat wasted. Favorable local rates. 

CONVENIENCE.—Automatic con- 
trol eliminates “pot watching.” 

SIMPLICITY OF OPERATION. 

THe Mopern MeEtHop oF CooK- 
ERY.—-Electric cooking brings modern scientific cookery 
methods into the home. 

KitcHEN Beauty AND EFFIcIENcy.—An attractive 
range sets the standard for the modern “Kitchen 
Beautiful.” 

Newspapers cooperated by publishing interesting 
stories on electric cookery in their women’s sections. 

As a result of this campaign the public of Philadelphia 
spent over one million dollars for electric ranges in 1931 
as compared with almost nothing the previous year. 

The campaign was directed by the Electric Associa- 
tion of Philadelphia and, due very largely to the fore- 
sight and ability of Managing Director George R. 
Conover, practically no changes were found necessary 
in the original campaign plans. 


illustration 
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Problems in 
the Distribution 
of Refrigerators, Il 


tor than the problem of service and installation. A 

distributor cannot be too careful in committing him- 
self to too much no charge service without-a very thor- 
ough consideration of the necessary reserve to be set up 
to take care of such service. On the other hand, if 
proper service is not given and machines are not installed 
properly, the most aggressive sales force in the world 
cannot make any great headway because negative word 
of mouth advertising by the public arising out of im- 
proper service can more than offset the most compre- 
hensive and complete sales plan. It is advisable, there- 
fore, that a distributor maintain twenty-four hour serv- 
ice. The attitude of a woman can easily be imagined 
if something goes wrong with her refrigerator causing 
spoilage of all her food through lack of proper attention 
on the part of the distributor or dealer in answering a 
service call. In metropolitan centers the distributor 
should do all servicing and installation, including therein 
the suburban area which he can economically serve. In 
this way only is he assured proper attention to this im- 
portant problem. Naturally, out in the territory which 
cannot be served from the distributing house, the dealer 
must give that service, but the dealer should be given 
the proper training and have proper emphasis placed 
upon the necessity for service at all hours of the 
day. 

Most refrigerators are now sold 


D ROBABLY no greater problem confronts a distribu- 





This is the concluding installment of the 
report of the Refrigeration Committee 
of the N.E.W.A. The growth of the re- 
frigeration industry, types of distributing 
agencies and the functioning of the sales 
organization were discussed last month 


ferent methods used; namely, billboards, newspapers, 
direct mail, radio and other miscellaneous methods. It 
is necessary to plan the advertising expenditure in ad- 
vance of sales to an extent commensurate with an intel- 
ligent estimate of what your sales should be. For in- 
stance, to get the best results out of the best season, 
that is, the months of April and May, the advertising 
is not concentrated in those months, but is concentrated 
in the months of February and March in order to get 
people in a purchasing frame of mind before the natural 
time comes for them to make the purchase. As the 
season goes along the results obtained should be very 
carefully watched in comparison with the total expendi- 
tures so that the advertising expense is kept within 
reasonable bounds in comparison with sales. When 
using direct mail advertising, it is essential that the 
proper follow-up be given by means of personal solici- 
tation and that leads obtained be energetically contacted 
in order to get the best results. The whole subject re- 
quires very extensive and intelligent study before ac- 
tually placing the advertising or deciding which method 
or methods are best to follow. 


i foe problem which has received the study of some of 
the best sales managers in the country is salesmen’s 
compensation. If a salesman is paid too much for the work 
that he does, the firm, naturally, 
suffers from a net profit standpoint. 





on the two or three year guarantee 
basis during which guarantee period 
labor and replacements are done free 
of charge. A reserve should be set up 
to take care of all anticipated serv- 
ice on all machines sold under this 
guarantee. After the guarantee 
period is up charges are made for 
service either on the cost per job 
basis or by means of a guaranteed 
service policy whereby a consumer 
by paying a certain set amount is 
guaranteed service for an additional 
period of time beyond the guar- 
antee, 

Another major problem confront- 
ing the refrigerator distributor is 
the subject of advertising. Prob- 
ably in no other way can money be 
wasted so easily and without results 
than through the unintelligent use 
of-advertising. There are many dif- 


The unfilled refrigerator mar- 
ket together with the market 
for the replacement of old 
units is sufficiently great to 
permit the industry to go 
ahead and to expand and, 
when the time comes for the 
household market to fall off 
because of approaching sat- 
uration, new developments in 
house cooling and heating 
and in room cooling will have 
opened up new markets 
which will assure a prosper- 
ous future for the industry 


On the other hand, if a salesman is 
not permitted to earn a decent liv- 
ing, the turnover of salesmen is in- 
creased, the distributor or dealer is 
faced with the increased expense of 
training green men, in addition to 
not having a satisfactory and smooth 
working sales organization. Prob- 
ably the best plan to create and 
maintain a good sales organization 
is to compensate the men on a com- 
mission basis, large enough to per- 
mit them to make a living, with a 
bonus arrangement scientifically 
worked out to be paid when their 
job has been satisfactorily done. 
One plan which has received very 
favorable comment from the re- 
frigeration industry is that of hold- 
ing back part of the salesman’s 
earnings during the good season of 
the year and paying this money out 
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to him during the poorer season of the year. This money 
is not paid to the salesman unless he stays with the com- 
pany through the poorer period. In this way the sales- 
man’s earnings are more evenly distributed throughout 
the year and he has an incentive to remain with the com- 
pany, thus cutting down on turnover of sales force. It 
is well to keep in mind in a consideration of salesmen’s 
compensation what has been mentioned before in refer- 
ence to the refrigeration business ; namely, that it is well 
to keep fixed expenses down to a minimum which can 
be done only by paying salesmen on a commission basis. 

A natural consequence of selling large units with a 
comparatively high value to the public is the problem of 
financing time sales. It is an ever present problem with 
the retail dealer and, therefore, is the distributor’s prob- 
lem whether or not he is in the direct retail business. 
Refrigerator paper is well thought of by the leading 
finance companies and, naturally, the easiest way to take 
care of this problem is to suggest to the 


Another problem which has been given quite consid- 
erable study is the question of overcoming the seasonal 
characteristics of the refrigeration business. Probably 
this will never be entirely overcome, although quite a 
little headway has been made. About the only answer 
to this problem is to sit down with pencil and paper 
and figure out for a prospective purchaser that he is 
saving money by purchasing a refrigerator and that the 
more the purchase is put off the more money is lost. 
There are many arguments which can be brought up to 
convince people to buy immediately rather than wait and 
these arguments are having considerable effect. There 
will, however, always be the big peak in the first warm 
weather of spring and the falling off of sales in the 
winter months of January and February. 

A glance at the figures included at the beginning of 
this report showing the sales of refrigerator units reveals 
quite a large unfilled market which is yet to be sold. 





retail dealer the finance company to work 
with and make arrangements for the fi- 
nance company to take over such paper. 
It permits a dealer with very little capital, 
yet with ability as a salesman, to maintain 
a rapid turnover of capital and create a 
large volume for the distributor. In quite 
a number of cases, the distributor places 
the dealer on a salesman’s commission ba- 
sis with proper allowances in the way of 
discount for the display function, and, as 
the dealer makes sales, takes the dealer’s 
paper with proper credit O.K., delivers 
and services the refrigerators and gives the 
dealer a check for the commission which 
he has earned. This makes a very good 
arrangement, placing the dealer closer to 
the distributor, allows the distributor to 
make a fair profit from his operation and 
from the dealer standpoint relieves him 
from all financial and service worries and 
uncertainties and in the end makes greater profit for him. 


eee the proper conduct of a refrigeration business 
some attention should be given to a form of budgetary 
control. Unless an intelligent estimate can be made of 
the anticipated business, it is quite impossible to main- 
tain the proper organization to adequately take care of 
the business from a sales or service standpoint. In addi- 
tion, only in this way can advertising be done with any 
hope of getting maximum results. Specific expenses 
should be estimated and the reports each month checked 
very carefully to see that such expenses are kept within 
the limit which has been allowed through the budget. 
The budget should be drawn with a conservative esti- 
mate of sales and maximum allowance for expenses, so 
that if unforeseen things occur to decrease the expecta- 
tion of sales or to increase the expenses there is some 
little margin left in the budget to take care of them. 
It must be emphasized again that the refrigeration busi- 
ness is at the present time more or less a gambling busi- 
ness from-which in order to get the maximum results, 
the distributor must be always on his toes and quick to 
sense any change in the public demand. Close attention 
to budgetary control is one of the surest ways of keep- 
ing in black ink. 
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An attractive showroom is essential for the refrigeration dis- 
tributor. This is the Long Island City display of Rex Cole, 
Inc., located at 2511 Hunters Point Ave. 





We are, also, fast approaching a replacement market 
for worn out machines which have been in use a number 
of years. This is already upon us to some extent and 
it will, naturally, increase as time goes on. One of the 
problems which the replacement market brings with it 
is the trade-in allowance problem. Just how this will 
be met is hard to say. So far the problem has not been 
great and has been met by selling the trade-in machines 
by auction or other means so that little loss has been 
experienced. These second-hand machines when in the 
hands of the public for a short time offer a good lead 
for the sale of new machines. It is considered probable 
that the manufacturer will find it desirable to devise 
some plan under which machines that are completely 
worn out will be junked and the price of the new re- 
frigerators would presumably be sufficient to allow a 
trade-in allowance, the cost of which might be distrib- 
uted among the manufacturer, distributor, dealer and 
salesman selling the article. It is felt that the refrigera- 
tion business would not be promoted by having it han- 
dled as is the automobile business today. 

There are new developments (Turn to page 44) 
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Number of appliances sold 


HE Central Hudson Gas & Electric 
|e believes that the sale of mer- 
chandise is only a means to an end. 
This end is, of course, increased load 


on its lines. 
Contrary to the general opinion, this 


company has not abandoned merchan- 
dising but is more actively engaged 


than ever when one considers merchan- 
dising in its broader sense. It has, how- 
ever, withdrawn from the actual sale of 
merchandise and has concentrated its 
efforts on the education of both dealers 
and their prospects. As a result, indi- 
vidual dealers have displayed increased 
initiative and there has been better than 
a 10% increase in number of appliances 
sold in the territory served. 

When this utility decided to give up 
the sale of appliances, the better dealers 
in its territory were organized and given 
intelligent merchandising cooperation. In 
selecting these better dealers experience 
in selling appliances was not considered 
vital. In many cases specialty dealers 
with little appliance selling experience were found to be 
excellent merchandisers. The weaker dealers were en- 
couraged to go into other lines, with the result that 
after the plan went into effect there were about 30% 
less dealers. However, those who remained were of a 
higher type. In 1929, before the plan went into opera- 
tion, 25 electrical Christmas displays were made by in- 
dependent dealers in that territory. The following year 
there were 73; of these three were drug stores, five 
department stores, 55 specialty distributors and eight 
hardware stores. 

The cooperation rendered by this utility includes con- 
tinuous analytical work in the field and sales promotional 
work among dealers, together with the financing of both 
wiring and merchandise sales when necessary. Appli- 
ance sales to the extent of about $500,000 and wiring 
to the amount of nearly $15,000 were financed during 
1931. 

An analysis of the available business in each territory 
is first obtained by calls on the homes in that section. 
Cards are filled out showing the number of appliances 
in these homes. The utility representative then discusses 
appliances that should be in use and creates interest in 
them. He learns that the prospect will be actively in- 
If the prospect is favorably 


terested in a purchase. 
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Wholesalers Profit By 
Poughkeepsie Plan 


increased 
wholesalers gained and finan- 
cial condition of dealers and 
contractors improved when 
the Central Hudson Gas and 
Electric Co. stopped selling 
appliances and aggressively 
cooperated in the promotion 
of sales through dealers. This 
would indicate that utilities 
in territories similar to Pough- 
keepsie could _ profitably 
adopt a similar policy of non- 
competitive sales promotion 





disposed toward a certain 
make of appliance, the 
dealer in that line is in- 
formed. Otherwise, the in- 
formation obtained is avail- 
able to all recognized deal- 
ers in the territory. 

The home modernization 
department representatives 
call on interested home 
owners, re-design kitchens 
and other rooms for the 
correct electrical equipment. 
A booklet is prepared with 
drawings and colored 

f sketches that visualize the 
a kitchen as it should be. It 
takes about one day to pre- 
pare an individual presen- 
tation, but results have 
justified these pains. 

Special departments han- 
dle layouts for industrial 
and commercial lighting 
and encourage adequacy in 
this respect. The utility 
also works in cooperation 
with contractors on ade- 
quate home wiring. 

Selling continually done 
brings about the extension 
of lines in rural territories, 
and here is a rich field that 
enables the Central Hudson 
to aid dealers in their mer- 
chandising, in creating de- 
sires for electrical goods 

wv and in furnishing dealers 
with detailed information 
on prospects. 

When the plan first went into operation contractors 
and dealers were financed with recourse in event col- 
lections could not be made. This policy was later 
changed so that sales are now financed without recourse 
to the dealer. Reverted appliances find a ready market 
and any loss is charged to financing, which is done at 
regular bank rates. 


sales 


10%, 


A LARGE showing of approved appliances is dis- 
played on the floors of the utility company and 
certain items are featured each week. Notice of these 
featured items is given the dealers, so that they may 
cooperate and capitalize on this promotion work. 

The task of educating the public to the advantages of 
electricity, this company believes, is too big for any one 
agency. However, as utilities stand to gain most from 
this work, they can afford better than others to adopt 
a long range viewpoint. This is the reason for the fact 
that the Central Hudson is actually leading the industry 
in promotional work in its territory. 

Under this cooperative plan both the wholesaler and 
manufacturer are on a much sounder basis than ever 
before. In the past they both made a strong effort to 
place their goods with the utilities and were content to 
rest when that was done, as it (Turn to page 45) 
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18” to 48” High and Low 
Speed Exhaust Fans 





9”, 12” and 15” Bucket 
Blade Ventilating Fans 





9”, 12” and 16” Flat 
Blade Ventilating Fans 


32”, 52” and 56” Ceiling 
Fans 











Wind-O-Vent Ventilator 
Metal or Glass Panel 
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Wind-O-Vent Wall Cabi- 
net Unit with Louvres 


DIEHILs 


for every 
ventilating 
need 
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Exhaust and_ ventilating 
fans in sizes from 9-in. 
This type in 16-in., to 48-in. in diameter. 
12-in., 10-in., and 8-in. 
oscillating and = non- 
osculating. 


32-in., 52-in. and 56- 
in. ceiling fans—with 
or without sockets and 
globe holders. Rever- 
sible or non-reversible 
types. 





XHAUST, ventilating, ceiling, desk, bracket 
—not only is the Dieh! line complete, but 
its quality is backed by over 40 years of experience 
in building sturdy, attractive fans — and we have 


a real plan to help you do a bang-up fan-selling 
job. 


The name "Diehl" symbolizes trouble-free and de- 
pendable fan performance. It's a name well worth 
tying up to in making intensive, specialized effort 
for bigger fan profits this season. 


Did you get a copy of the Diehl 1932 Catalog in- 
cluding the plans to help you sell? 


DIEHL MANUFACTURING COMPANY 


Electrical Division of 
THE SINGER MANUFACTURING COMPANY 
Elizabethport, N. J. 


Atlanta Chicago Boston Columbus Dallas 
New York Philadelphia St. Louis 
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Cup Winners: The Musical Products 
Distributing Co., New York, distribu- 
tors of Majestic-radios, were presented 
with a loving cup by the Grigsby Gru- 
now Co. for leading in new dealer ac- 


counts. From left to right are: Hal 
Sheer, sales manager of the distribu- 
ting company; Edward Rutledge, dis- 
trict manager, Grigsby Grunow Co.; 
Murray M. Gruhn, vice-president, and 
Sol Schiff, leading salesman of the Mu- 
sical Products Distributing Co. 





Problems in the Distribution of 
Refrigerators 
(Cont.nued from page 41) 


under way in the refrigeration field 
which should open new markets to 
those established in this business. 
Reference is made particularly to the 
developments in house cooling and 
heating and room cooling. It is felt 
by most of those in the industry that 
the unfilled market together with the 
market of the replacement of old 
units is sufficiently great to permit 
the industry to go ahead and to ex- 
pand, and that when the time comes 
for the household market to fall off 
because of approaching the satura- 
tion point, these new developments 
will have opened up sufficient new 
markets to predict a rosy future for 
the industry. 

In review, the following factors 
stand out as being of major import- 
ance. The refrigeration business is 
a large rapidly expanding business 
and has become one of the leading 
industries in the country. The smaller 
manufacturer must be recognized as 
forming an increasingly important in- 
fluence in the field. Whether a dis- 
tributor is in the retail business or 
not, it is necessary for him to know 
the retail function and be able intel- 
ligently to direct retail sales. A re- 
frigeration distributing organization 
should be specialized on refrigeration 


and should carry specialization just 
as far as it can in the splitting up of 
the various functions to be per- 
formed. It is advisable and practi- 
cally essential to look ahead, draw up 
a plan of operation, and follow it 
through budgetary control. It is ab- 
solutely essential to have twenty-four 
hour competent service. Advertising 
should be very carefully planned and 
correlated with sales in order to get 
maximum results. It has been one of 
the few industries which has ex- 
panded in this period of depression 
and it is believed that there is a suf- 
ficient market yet to be filled and 
enough new developments coming 
along to continue the present expan- 
sion of the industry to a greater or 
less degree for some time in the fu- 
ture. 
Vv 


How a Radio Wholesaler Trains 
His Appliance Dealers 
(Continued from page 35) 


dealer a separate electrical department 
of selected, best-selling electrical ap- 
pliances. The goods are displayed in 
an attractive setting, and the dealer 
is glad to place this display near the 
door, or in some location where it 
will be seen by every one entering the 
store. 


He does this for two reasons. 
First, appliances are an impulse item, 
bought because they are seen and are 
attractive. If the customer wants 
stove bolts, he will come in and ask 
for them and if he doesn’t want them, 
no amount of attractive display will 
increase the sale. Secondly, electrical 
appliances pay him 35 to 40% profit, 
while countless demand items pay 
only 10%. As it costs him about 
26% for overhead he can readily see 
the advantages of following the sug- 
gestions of our salesman in locating 
his merchandiser. 


A merchandising portfolio is car- 
ried by our salesmen which is the re- 
sult of extensive study and research 
by the manufacturer, the Samson- 
United Corp. It contains innumer- 
able plans for merchandising in gen- 
eral and merchandising of particular 
products. In the course of his calls 
the salesman gives to the dealer most 
of this information. He keeps the 
retailer continuously enthused on our 
line because he continually offers 
helps that turn merchandise into cash. 


There has been entirely too much 
of general inspirational talks to the 


dealer, the painting of rosy profit 
pictures on a line is not helping the 
dealer to turn over his merchandise. 
Our merchandising plans eliminate 
these “hooey” talks and give to the 
dealer definite proven plans for sell- 
ing merchandise. 
Vv 


Crosley Enters Refrigeration 
Field 

The Crosley Radio Corp., pioneer 
radio manufacturer, announces the 
perfection of a new electric refrigera- 
tor after six years of experimenta- 
tion and research. It is to be offered 
the public at a price far below that 
of any now on the market. Accord- 
ing to the president, Powel Crosley, 
Jr., modern electrical refrigeration, 
which heretofore has been available 
only to households of better than 
average circumstances, is now for the 
first time to be brought within reach 
of the most modest family budget. 

He further states: “Our present 
plants and equipment are of such a 
nature as to lend themselves admir- 
ably to the quantity production of 
our electric refrigerator and, natur- 
ally, it is only by using most modern 
mass production methods that we 
will be. able to offer to the public an 
electric refrigerator of such outstand- 
ing quality at the remarkably low 
price we have established.” 

Production on the Crosley refrig- 
erators is already under way and is 
expected to be in full swing shortly. 
Within the next several weeks, stocks 
of the new units will be in the hands 
of the 18,000 Crosley dealers scat- 
tered throughout the United States 
and Canada. 








An Electrical Wholesaler Who is Spe- 


cialty-Minded: C. Phillips Hill, presi- 
dent, Doubleday-Hill Electric Co., 
Washington, D. C., was among those 


attending the R.W.A. convention in 


Chicago. 











February, 1932 


ELECTRICAL WHOLESALING 





45 





SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 


Westinghouse Announces New 
Refrigeration Sales Plan 

The merchandising and advertis- 
ing program for the refrigeration de- 
partment of the Westinghouse Elec- 
tric & Manufacturing Co. for 1932 
was announced during January in a 
series of distributor-dealer meetings 
held throughout the country. 

At each meeting the Westinghouse 
representative in attendance was as- 
sisted by a charter member of the 
“Quota Busters’ ” Club, an honorary 
organization of salesmen. These 
men, winners of the recent Westing- 
house refrigeration sales contest, ex- 
plained their methods of selling. 
Methods of marketing, sales promo- 
tion, advertising and merchandising 
were discussed at these meetings 
with reference to the entire year’s 
program. Following the business 
sessions, moving pictures of the 
“Quota Busters’ ” activities in Mans- 
field were shown, with an explanation 
of the results of the contest by a 
member of the charter group. 


v 


Report on Electric Water 
Heating 

The National Electric Light As- 
sociation has just issued a compre- 
hensive and thorough report on elec- 
tric water heating. The bulletin 
which comprises 88 pages deals pri- 
marily with the electrical load char- 
acteristics of the various types of 
electric water heaters and contains 
load, diversity and after diversity 
demand curves for heaters having 
unrestricted energy supply. It also 
includes details of the survey made 
by the committee and description of 








A Director of the National Federation 
of Radio and Electrical Associations: 
George Gaertner of the Gaertner Elec- 
tric Co., St. Louis, took time off at the 
R.W.A. convention to sit for ELECTRICAL 
WHOLESALING’s photographer. 


test results. Additional sections of 
the report deal with off-peak or con- 
trolled water heating service, water 
use, furnace coils, and tempering de- 
vices, relief valves, heat losses, scale 
and corrosion and water heating 
rates. A complete bibliography is in- 
cluded. The publication may be ob- 
tained from N.E.L.A. Prices: $1.25 
to members; $1.75 to non-members. 


v 


Court Bans Utility Merchandising 
in San Antonio 

A new phase of the utility mer- 
chandising controversy has developed 
in Texas where the attorney general, 
James V. Allred, filed suit against 
the San Antonio Public Service Co. 
and was granted an injunction re- 
straining this utility from the sale 
of appliances. 

Mr. Allred based his suit on the 
contention that the utility’s charter 
gave it authority only for selling 
power. The suit has been sustained 
by the district court and it is expected 
that the San Antonio Public Service 
Co., represented by outstanding legal 
talent, will appeal the decision. 


v 


Hardware Dealers Consider 
Lamp Renewals Unfair 

An entire session of the annual 
convention of the Illinois Retail 
Hardware Association, held in Chi- 
cago in January, was given over to a 
discussion of the merchandising of 
electrical appliances. 

E. C. Bennett of the Electrical 
Dealer spoke on “Selling Electrical 
Goods” and J. W. Busch of the IIli- 
nois Power and Light Corp., read a 
paper on “Public Utility Coopera- 
tion.” i ° 

In the open discussion of these 
papers the policies of free lamp re- 
newals by utilities and of preferential 
discounts to utilities by manufactur- 
ers were criticized as being unfair to 
independent retailers. 


v 


Wholesalers Profit by Pough- 
keepsie Plan 
(Continued from page 42) 


was their one big market. Now, 
they must teach the independent 
dealer how to sell if they hope to se- 
cure real results. They are doing 
just that. Moreover, they have built 
for themselves a sound business, with 





eve 
Lionel Trains Used in Paramount 
Picture: Lionel trains and model rail- 


road accessories were used in the Para- 
mount picture “Husband’s Holiday.” 
The scene illustrated shows Clive Brook, 
star of the picture, with two juveniles, 
Mary Knowlton and Dickie Moore. 





no danger of a rival taking over their 
only outlet in the territory. 

Wholesalers are already profiting 
from the new cooperation. The sales- 
man covering this territory for one 
of the national wholesalers led his 
entire district in increased sales for 
1931 because of this new merchan- 
dising policy on the part of the 
utility. 

An independent wholesaler reports 
that his dealers are now meeting their 
bills promptly because of the utility’s 
financing policy. 

Some advocates of utility merchan- 
dising claim that dealers will handle 
sub-standard appliances if the utility 
ceases active merchandising. This is 
disproved by the statement of a 
Kingston contractor-dealer who says: 
“People interested in buying appli- 
ances go to the central station, look 
over the goods displayed of various 
manufacturers, then come to the 
dealer to buy. If the goods of the 
dealer are not among those displayed 
and approved by the central station 
they are skeptical. Moreover, the 
central station will finance only ap- 
proved appliances. For that reason 
there is no basis for the contention 
that the new selling methods encour- 
age sub-standard merchandise.” 

There are now 23 active dealers in 
Kingston, a city of 26,000 popula- 
tion. Compare this with Greenville, 
S. C., for instance, with 25,000 popu- 
lation where, we understand, there 
are no electrical dealers and all mer- 
chandising is done by the utility. 
Which condition is the healthier one 
for the electrical wholesaler ? 
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HERE ARE THE REASONS TOASTMASTER > 


Toast that’s Pops up the toast and shuts off the current at the same time 


never hard, 
never dry, 
never burnt 

























Toasting both sides at once seals in the flavor 


Keeps toast hot 





Smart modern 
design —Lifetime 
chromium finish 
that won't dull 


One lever 
operation 


Adjustable 
timing so 
you can make 
toast any 
shade you 

wish 


Permanently attached 
cord prevents loose 
connections 


Hard 
rubber 
feet 





Compact—No swinging 
| doors or oven— occupies 
ic minimum space 





1 Toastmaster makes better toast. d. Toastmaster is all automatic. There is no other toaster like it. 


a. Because it toasts both sides of the bread at once, thus seal- 4 Itis the most economical of all toasters. 
ing in the flavor. : a. It consumes current only when actually toasting bread. 
b. Because the timing 1s automatic and exact. b. It pays for itself in savings of current, of bread, of time. 
c. Because the heat is always uniform. 8 ifletiene consteusiion 
d. Because the timing is adjustable, it makes dark or light toast . Sees 
a. It has no doors, ovens or swinging parts. 


just the way you like it best. . ‘ : 
e. Because Toastmaster completely eliminates burnt toast. b. a t _ are pa _— Carry v4 handles. 
f: Because it makes toast as you eat it— enables you to serve 9 te pee eunecg antiga enmenapniane tinier Prigamamamaaaaaan 
d. Hard rubber feet. Can’t burn or mar table. 


toast that is absolutely fresh. 68 Hut 
2 Makes toast making so easy you use it daily. peepee sane ne ii ia alta, 
a. Not only for breakfast but for luncheons, for dinner, for prs —se 8 ee - 
tea, for snacks. 7 Restaurant-tested mechanism. 


a. Uses same time-tested and time-proved mechanism as the 
restaurant Toastmaster used by the majority of eating places. 


3 It is the simplest of all toasters to operate. 
a. It operates with only one lever. 
b. You put in the bread, press down the lever, up pops the 8 The most popular automatic toaster made. 
toast. Current shuts off automatically. a. Over 700,000 now in use, more than all other makes 
c. There is no watching, no turning, no burning. combined. 










TOASTMASTER == 
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AND WAFFLEMASTER ARE POPULAR 


improved 
expansion 
hinge 





Beautiful design 







Chromium plate 























Compact — 
occupies minimum space 


Permanently 
attached cord 


Hard 
rubber 


Sturdy feet 


construction 


Automatic 
baking 
Pour in batter 
and push lever 
to left. When 


Cool carrying lever returns to 





handles right, waffle is 
ready. 
Automatic preheating 
Merely push lever to left into notch. 
Removable 


When lever returns to right, 
drip ring Wafflemaster is ready for the batter. 
Waffles any shade 


Light tells: (1) when to pour in the batter (2) when you wish 


to take out the waffle. A perfect waffle every time. 





1 With Wafflemaster anyone can make perfect waffles. 3 Waffiemaster Waffles are always uniform. 


a. Wafflemaster takes the fuss, bother and guesswork out of a. Automatic pebseeingset automatic baking insure a per- 
waffle baking. fect waffle every time. The first is as good as the last. 
b. Waffles are now so easy to make you can enjoy them as often 4 Life-time construction. 
as you like. a. Sturdily built to give years of service. 
2 With Wafflemaster, waffles almost make themselves. b. Mechanism has been tested and proved by the thousands of 


a. Pre-heating is automatic. Merely push lever to left into Wafflemasters in hard restaurant service. 
notch. Light burns bright. When lever returns to right and 5 Beautiful appearance. 


light burns dim, Wafflemaster is ready for the batter. a. Design is smart and modern. 
b. Bakin is automatic. Pour in batter and push lever to left. b. Chromium finish will not dull. 
Light burns bright. When lever returns to right and light c. Removable drip ring prevents batter from overflowing. 


burns dim, waffle is ready to take out. 


d. Compact—requires less space than other bakers. 
c. You never need guess when iron is ready for batter or when 


waffle is done. 6 Made by the makers of Toastmaster. 
d. Proper temperature is automatically maintained. Waffle- e 

master is always ready for the next waffle. It never overheats WATERS-GENTER COMPANY 

or cools off. 219 N. SECOND STREET * MINNEAPOLIS, MINN. 
e. Wafflemaster is completely automatic. There is no waffle Dept. L2 

baker like it. A Division of McGraw Electric Company 













Sa taweece cs: WAPFFLEMASTER 
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Developing the Tube Market 
(Continued from page 37) 


worked with the leading manufac- 
turers of tube testing equipment, giv- 
ing them the benefit of our engineer- 
ing and merchandising experience. 
The result of this work was a com- 
plete new line of tube checkers which 
have real merchandising appeal. 


In developing the house-to-house 
plan, we were immediately con- 
fronted with the question: “Can you 
make a profit selling radio tubes 
house-to-house ?” 

To answer this question, we had 
to analyze the market. We knew 
that only one out of every two homes 
has a radio set. We knew that two 
out of five radio sets in operation 
are obsolete. We knew that four 
out of five sets need new tubes. If 
we could develop a plan which would 
sell radio sets as well as radio tubes, 
then we would have a profit making 
plan. 


The first task in house-to-house 
selling is to get into the home. By of- 
fering a radio log which is packed 
with human interest, free to set own- 
ers, salesmen are able to get into the 
home. This offer is first made by 
mail, a post card being mailed to the 
prospect two days in advance of the 
salesman’s call. This card tells the 
prospect that the salesman will call 
in a day or two to present the log 
and make a free test of tubes. With 
this plan, salesmen have been able 
to get into 90% of the homes. 


When a home, where there is no 
radio set, is called on, the salesman 
tells the prospect some of the inter- 
esting incidents in the lives of the 
radio stars whose biographies are 
contained in the log. Nine times out 
of ten the prospect has heard about 
these stars. The salesman then tells 
about the hundreds of thousands of 
dollars worth of entertainment on 
the air every day—merchandises 
broadcasting—and then goes into his 
radio set presentation. Using this 
plan, dealers have been extremely 
successful in promoting their house- 
to-house radio set sales. 


The final plan which we developed 
for house-to-house selling was the 
result of our own work plus the 
many suggestions which we received 
from distributor salesmen. 


The service man is a powerful 
force in the distribution of radio 


tubes. His word is taken as gospel 
truth by millions of set owners. Sub- 
stitution of another product for ours 
is easy—even when the set owner 
asks for RCA Radiotrons. Our job 
was to find some way of helping the 
service man so as to win his good- 
will and support. 

Actual service tests have been 
made by RCA Radiotron represen- 
tatives working as service men from 
recognized dealers’ stores in various 
cities. The results confirmed our 
early suspicions that many service 
men are poorly trained, slow in their 
work and not exceedingly conscien- 
tious. They overlook or fail to ap- 
preciate their many opportunities to 
sell RCA Radiotrons. 

Ideas were tested, out of which 
we have so far developed three prac- 
tical aids for the service man: RCA 
Radiotron reference book; set iden- 
tification sign, and spare tube clip. 

Trade opinion has been that from 
50 to 75% of all service calls are 
due to poor tubes. Part of our serv- 
ice investigation was to check this 
point. In requesting service, the 
customer placed the blame on the 
tubes and not where it rightfully 
belonged. Our investigations showed 
the following causes of service calls: 

34.2% for trouble in the set 

21.5% tube troubles 

14.4% because of poor installa- 
tion 

12.8% noise caused by nearby 
electrical equipment 

12.8% “foolish” reasons, such as 
radio-phonograph switch in wrong 
position, request to change tempo of 
SCE, Sic. 

4.3% dead batteries 








Active in St. Louis Radio Circles: 
W. P. Mackle, managing secretary, St. 


Louis Radio Trade Association, and 
Julian E. Sampson, Sampson Indus- 
tries, St. Louis, stuck close together 
during the R.W.A. convention. 


From this it should not be assumed 
that the public would not benefit 
from a complete renewal of tubes. 
The reverse is true, for our tests 
show that any set in operation for 
about a year can be improved by re- 
placing worn-out tubes with new 
ones. 

Early in 1931 we conducted a sales 
activity known as the “Headliner 
Enrollment.” We had two classifi- 
cations of dealers: Headliner Deal- 
ers and Headliner Star Dealers. 
Headliner Dealers were those who 
gave us an order for 50 Radio- 
trons and Star Dealers those who 
gave us an order for 100. Radio- 
trons. Star dealers were put on our 
preferred list for merchandising as- 
sistance. In this way, we were able 
to get a list of those dealers com- 
prising 20% of the total who did 
80% of our business. At the end 
of the Headliner Activity, we took 
20,000 dealer names off our mailing 
lists. This sales activity was respon- 
sible for increases ranging from 10% 
to 2,000% in the business of 229 
Radiotron distributors. Five hun- 
dred and fifty thousand more Ra- 
diotrons were sold during that period 
than the sales department had es- 
timated. 

In connection with this sales ac- 
tivity we conducted a $4,000 sales 
and idea contest for distributor sales- 
men. We wanted to get our dis- 
tributor salesmen’s ideas about ways 
and means for developing the radio 
tube business. Salesmen were given 
equal credit for ideas and results. 
The value of an idea had to be dem- 
onstrated by actual sales. From this 
activity we received a great many 
worth-while ideas. which have since 
been incorporated in our sales pro- 
motion plans. 


To present all of these findings to 
our dealers, we conducted, with the 
cooperation of our distributors, 109 
sales meetings. These meetings were 
attended by 10,206 people. Here we 
had an opportunity of telling them, 
at first hand, the results of all of our 
investigations and merchandising 
tests. 


RCA _ Radiotrons have a more 
dominant position in the radio tube 
field than ever before. This can be 
attributed to the quality of the prod- 
uct, lower prices and, finally, the 
aggressive merchandising activities 
of our distributors, distributor sales- 
men and dealers. 


EE ER NS Te Oe te ra 
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The R. W. A. Becomes a Spe- 
cialty Distributors Association 
(Continued from page 33) 


tation, to the making of brooms, 
brushes, and the operation of hotels 
and laundries. The tax payers’ 
money is used to guarantee any defi- 
cits in these businesses. He then said: 

“The radio industry is now going 
through the same period of stress 
that the automobile industry had in 
its earlier days. It is my belief that 
this industry will settle down to sta- 
bility as it progresses and if gov- 
erment control and regulation can 
be avoided, as it should be, fair com- 
petition will solve most of the radio 
man’s problems.” 


Powel Crosley, Jr., president, 
Crosley Radio Corp., Cincinnati, 
speaking on “The Future of Radio,” 
advised diversification of lines by 
both radio distributors and dealers 
and urged their recognization as gen- 
eral appliance houses. On the theory 
that one man cannot satisfactorily 
serve two masters he urged separate 
radio and refrigeration divisions for 
both distributor and dealer. 


“We must sell new sets to present 
owners,” said Mr. Crosley. “While 
manufacturers can bring out new 
and improved. models it is the task 
of those on the firing line to make 
present owners dissatisfied with their 
old sets. 


“Those who have not heretofore 
owned radio sets because they could 
not afford the higher priced models 
are logical prospects for low-priced 
sets. While in every case the dealer 
should endeavor to sell a unit of as 
high a price as possible, he must 
remember that at this time many 
people can afford only the cheapest 
set. Too great an effort to trade-up 
may result in a lost sale. 


Louis Ruthenberg, chairman, Re- 
frigeration Section, N.E.M.A., and 
president, Copeland Sales Co., Mount 
Clemens, Mich., stated that 20% of 
electric refrigerators are now sold 
through radio outlets. He = said: 

“Some industries, including auto- 
mobiles and radio, will continue in- 
definitely because they fill funda- 
mental needs. We are on the verge 
of other developments, notably air- 
conditioning and room cooling. The 
business of regulating room tem- 
peratures below their normal level 
will eventually come in this group. 


“Refrigeration appeals to thrift 








Well-Known in the Tall Corn State: Each member of this quartet has hosts of 


friends in the electrical industry. 


From left to right are: A. E. Durin, Terry- 


Durin Co., Cedar Rapids, Ia.; L. E. Fuller, western district sales manager for 
Steel and Tubes, Inc., Cleveland; R. L. Van Meter, Van Meter Co., Cedar 
Rapids, Ia., and J. R. Barsanti, representative for the Jefferson Electric Co., 


Chicago. 





and to economy in the preservation 
of foods rather than to the desire 
for entertainment. Increased hospi- 
tality, improved health of the family 
and keeping up with the neighbors 
are other important appeals. 

“Refrigeration, therefore, requires 
the highest type of specialized sell- 
ing. A radio distributor will not be 
successful with refrigeration unless 
his salesmen are trained to appeal to 
the fundamental motives which lead 
prospects to buy. The salesman 
should so impress the prospect with 
his knowledge that he becomes a 
consultant—a salesman of the type 
met with in life insurance and office 
appliances. For those who master 
the art of specialty selling, refrigera- 
tion offers great reward.” 

Gardiner Howland, chairman, 
Merchandising Section, N.E.L.A., 
and assistant manager of electric 
shops, Commonwealth Edison Co., 
Chicago, told of the pioneering work 
done by the utilities. 

“The utilities stand as a guide for 
quality in electrical merchandise,” 
said Mr. Gardiner. “They should 
not operate their merchandising de- 
partments at a loss but should inves- 
tigate and promote new lines. The 
utilities belong in the merchandising 
business. They promote, educate and 
service to an extent impossible for 
the independent dealer. They do not 
cut prices.” 


Committee reports were presented 
at the final session of the convention 
held on Wednesday. 


The Tube Committee reported 
that plans correcting the evils of tube 
replacements would be announced 
very shortly by the largest tube man- 
ufacturers. 

Reporting for the Refrigeration 
Committee, Harry Alter, president, 
Harry Alter Co., Chicago, said: 
“Price is incidental with refrigera- 
tors. In radio there are degrees of 
quality acceptable to the customer. 
In refrigeration, however, there is 
but one degree of quality. The re- 
frigerator either works or it does 
not. 

“In cities of 200,000 and over the 
refrigeration distributor must set 
himself up to make some of his sales 
direct to the consumer, especially 
with commercial and apartment 
house business. 

“An important problem is_ the 
three year guarantee brought about 
largely by extended terms, the pen- 
alties of which now fall on the dis- 
tributor. 

“Another serious problem is the 
matter of dealer credits. The com- 
bined capital and credit of the aver- 
age dealer will eventually be used up 
by 24 months paper. If, when his 
credit limit is reached, the finance 
companies limit the dealer to new 
paper equal in amount to that ma- 
turing each month he will be held 
to monthly sales of only 4% of his 
credit limit. Finance companies, 


manufacturers, distributors and deal- 
ers will all suffer reduced sales from 
this limitation of credit.” 
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Radio, Refrigeration and 
Electrical Distributors, in. 


y information on 
this page has been prepared by 
H. G. Erstrom, Executive Vice- 
President, by Authorization of 
the Board of Directors of the 
Association on June 9, 1929 








The Radio Wholesalers Association, by unanimous 
vote, has changed its name to the National Association 
of Radio, Refrigeration and Electrical Distributors. Its 
by-laws have been amended to make eligible for mem- 
bership distributors of ra- 
dio, refrigeration and all 


was the distribution of refrigeration. It was the con- 
sensus of opinion that the distributor must either estab- 
lish his own retail sales outlets or else work much more 
closely with his retail dealers than has been the practice 
among radio wholesalers. 
Opinions of those in at- 





tendance on the 25 cents 





allied electrical products. 

This action, taken at 
the Association’s annual 
convention held in connec- 


New Officers of the N.A.R.R.E.D. 


per day metering plan 
varied to such an extent 
as to indicate the need for 


tion with the Chicago PRESIDENT a thorough study of the 
Radio - Electrical Show JAMES ‘ATTEN ic. iscstece Aitken Radio Corp., Toledo possible consequences of 
during the week of Janu- VICE-PRESIDENTS this form of retail selling. 
ary 18, is in recognition © FRED WIEBE............- Brown Supply Co., St. Louis The burden placed upon 


of the fact that some 1500 
radio and_ refrigeration 
distributors are now vi- 
tally interested in the mer- 
chandising of allied lines, 
especially ranges and other 
utilitarian home  appli- 
ances. 

At the offices of the as- 
sociation many inquiries 
have been received from 
radio wholesalers as to the 


advisability of handling 
these various specialties 


and as to the commercial 
standing and reputation of 
individual manufacturers 
who sought connections 


DAVID TRILLING..Trilling & Montague, Philadelphia 
Fe Ra oss saree e's Ae anes ns bare sae ree 
Young, Lord & Richardson, Chicago 
DAVID: GOLDMAR . Sessoms eee eng ers 
North American Radio Corp., New York City 
A. A SCHNEIDER AB so iio ope cre ce acne ens 
A. A. Schneiderhahn Co., Des Moines 
MARKY Al PiRis ccs eeveens Harry Alter Co., Chicago 


SECRETARY 


HOWARD 3. SPEAR Grits soe crop costs Sack eeeeN 
Cleveland Talk. Mach. Co., Cleveland 


TREASURER 
ROBERT. HIMMEL ..:4s4<4 Hudson Ross, Inc., Chicago 
DIRECTORS 
A "MM -SPONE}: oo 6 sass -..Milhender Radio Co., Boston 
ee eee Radio Specialty Co., Milwaukee 


TW RCONRON 6 6 7 osk oscaneensie Conron Dist. Co., Peoria 
WEACST ER SAGAN, «oi. sseauasenseinn Cee eaebar eee 
Pacific Wholesale, Inc., San Francisco 
PETER SAMPSON......: Sampson Electric Co., Chicago 
RAYMOND ROSEN..Raymond Rosen, Inc., Philadelphia 


the distributor by having 
to meet all servicing ex- 
penses during the manu- 
facturers’ three-year guar- 
antee period was empha- 
sized by those distribut- 
ors present who are al- 
ready active in the refrig- 
eration field. 

Therefore, among the 
immediate activities of the 
new association will be 
the investigation of the 
metering plan and_ the 
three-year guarantee. A 
questionnaire will shortly 
be sent to refrigeration 
distributors throughout 





with its members. There 


the United States asking 
for an expression of view- 





is no question but what 





the radio wholesaler is 

evolving into a new type 

of distributor, one who specializes on the sale of all 
forms of electrical home equipment. 

It is toward this new group of specialty distributors 
that the activities of the association will hereafter be 
directed. It was deemed advisable to embody in the 
association’s new name the two major products handled 
by the specialty distributor, radio and refrigeration. The 
word “electrical” was added to include within the scope 
of the association’s activities ranges, washing machines, 
ironers, table appliances, fans, clocks and other special- 
ties. The new name is also sufficiently broad to include 
any new products which may properly come within its 
field in the future, such as television, air-conditioning 
and room cooling. 

At the convention, which was attended by a repre- 
sentative group of distributors from as far away as 
Boston and Denver, the principal subject of discussion 


point on both these sub- 

jects. It is expected that, 
from the information obtained, the association will se- 
cure the necessary material to enable it to plan a definite 
approach to the solution of these problems. 

The National Association of Radio, Refrigeration 
and Electrical Distributors welcomes the opportunity to 
serve the new and growing group of electrical specialty 
distributors which is the result of changing economic 
conditions. Its activities will be all-embracing and it 
looks forward to constructive accomplishments and 
service in this new industry. Inquiries concerning the 
activities of the association should be addressed to its 
executive offices, 32 West Randolph St., Chicago, 
Complete information concerning new activities will be 
sent to every distributor throughout the United States 
as rapidly as possible. 

All concerns engaged in the distribution of radio re- 
frigeration and appliances are eligible for membership. 
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Prominent at the 


R. W.A.— 
N. A. R.R. E. D. 


Chicago Convention 


Vv 


JAMES AITKEN LOUIS BUEHN 
Aitken Radio Corp., Toledo Louis Buehn Co., Philadelphia 
Elected President, N.A.R.R.E.D. Retiring President, R.W.A. 


INDUSTRY LEADERS WHO ADDRESSED 
CONVENTION 

Martin J. Wolf, Marketing Adviser, Chicago; 
Louis Buehn, past president, R.W.A.; Powel 
Crosley, Jr., president, Crosley Radio Corp., 
Cincinnati; L. B. Manning, vice-president, Cord 
Corp., Chicago; James Aitken, president, N.A. 
R.R.E.D. Seated: Louis Ruthenberg, presi- 
dent, Copeland Sales Co., Mount Clemens, 
Mich., and chairman, Refrigeration Section, 
N.E.M.A.; Gardiner Howland, assistant mana- 
ger of electric shops, Commonwealth Edison 
Co., Chicago, and chairman, Merchandising 
Bureau, N.E.L.A., and Paul B. Klugh, vice- 

president, Zenith Radio Corp., Chicago 





























AT THE DIRECTORS MEETING 


Raymond Rosen, Raymond Rosen, 
Inc., Philadelphia; George Gaert- 
ner, Gaertner Electric Co., St. 
Louis; Wm. Wisniewski, Wis- 
niewski Radio Co., Milwaukee; 
Max Shore, M. Shore Radio Co., 
Chicago; C.R. Moores, State Dis- 
tributors, Detroit; W. H. Roth, 
Radio Specialty Co., Milwaukee; 
Lawrence Lucker, Lucker Sales 
Co., Minneapolis; H. G. Erstrom, 
executive vice-president, Chicago. 
Seated: Harry Cory, Minneapo- 
lis; Harry Alter, Harry Alter Co., 
Chicago; Louis Buehn, Louis 
Buehn Co., Philadelphia; James 
Aitken, Aitken Radio Corp., To- 
ledo; Harold J. Wrape, Benwood- 
Linse Co., St. Louis; Michael Ert, 
Michael Ert, Inc., Milwaukee; 
Peter Sampson, Sampson Electric 
Co., Chicago, and Robert Himmel, 
Hudson Ross, Inc., Chicago 
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ou Are Invited To Make Your Own Record PRE: + | 
Courtesy of the EECA VICTOR CO_ine : WV 





Radio - Electrical 


Trade Show 


Chicago Coliseum - January 18 to 24 





SERVICE MEN STAGE TROUBLE SHOOTING 


CONTEST 
Crowds gathered around the Trouble Shooting 
Contest of the Institute of Radio Service Men. 


A feature of this booth was an Audiometer 
loaned by the Graybar Electric Co.,- for the 
purpose of checking the aural response of vis- 
ttors at the booth to determine how they heard 
radio programs. Henry A. Fischer, treasurer 
of the Institute, mans the Audiometer and 
Henry H. Gracf, chairman of the Chicago Sec- 
tion of the IL.R.S.M., had just completed setting 
up one of the chassis for the contest. Ken 
Hathaway, executive secretary of the service 
men’s group, ts seen discussing the details of 
the organization’s plans with L. E. Stevens, a 
Memphis, Tenn., service man. Marcus Hinson, 
executive vice-president, seen in the back- 
ground, had charge of the contest 


RECORDING STUDIO A POPULAR FEATURE 


Throngs of visitors surrounded the attractive recording studio 

of the RCA Victor Corp. Here one could have a record of 

his voice made free of charge, hear the record played imme- 

diately and either mail the record out or carry it along. This 

inducement appealed to everyone and many celebrities enjoyed 
the making and hearing of their records 





A REFRIGERATOR ON WHEELS 





Of special interest was the new “Accommodation” 
Club Gibson refrigerator designed for clubs, hotels, 
or fine homes with splendid adaptibility for use in 
an office. R. L. Eglaston of the Gibson Co. is the 
fortunate gentleman shown in the picture 


LEADING MANUFACTURERS DISPLAY AIR CELL RECEIVERS 
This impressive exhibit, devoted exclusively to the new type air cell 
battery operated receivers illustrates the rapid growth of the “back 
to the farm” movement in the radio industry. Although air ceil 
sets were introduced only a year ago 2I manufacturers are now 
making them, of which I2 are represented in the exhibit below, 
some of them showing both midget and console types 
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NewDistributorsSecuredatChicagolradeShow 


Radio Wholesalers Add Refrig- 
eration and Appliance Lines 
A total of 215,491 persons at- 

tended the Tenth Annual Chicago 

Radio-Electrical Show held at the 

Coliseum, January 18 to 24. This 

figure exceeds by 21,101 the num- 

ber that attended the last show. 

The increase in the consumer at- 
tendance was accompanied by a sharp 
increase in the number of wholesal- 
ers and dealers present and bespoke 
their approval of January as the time 
to hold a trade show. There was not 
an important jobbing center in the 
United States that was not repre- 
sented by one or more wholesalers. 
Foreign merchants also came to the 
show in large numbers. 

The success of the show from a 
business point of view was excep- 
tional and bore out the advance state- 
ments of the management that a 
January combined trade and public 
show would benefit the radio and 


electrical appliance industries, in- 
cluding factories, distributors and 
dealers. 


Everybody who came through the 
portals of the historic Coliseum 
meant business. “A business show, 
pure and simple,” was the consensus 
of opinion of the exhibitors. The 
suitability of exhibiting electrical ap- 
pliances and radios together received 
the approval of trade and public 
alike. One Chicago newspaper called 
the show the “wedding of appliances 
and radio,” an idea to which thou- 
sands of dealers and wholesalers sub- 
scribed. 

A striking demonstration of the 
salability of a new appliance was 
found in the booth of the Whitwood 
Corp., Detroit. The product was 
“Emle,” the electrical maid, which 
not only washes and irons the clothes, 
but washes the dishes and performs 
some 14 other household tasks, and 
then disappears under the kitchen 
sink, 


’ 


At the conclusion of the exposi- 
tion George K. Parsons, president, 
had distributor applications for a to- 
tal of 70,000 units at a total con- 
sumer price of $9,800,000. 

A total of 27 television broadcast- 
ing transmitters for amateurs were 
sold during the show by the Western 
Television Corp. of Chicago, accord- 





ing to Clem F. Wade, president. 

Kay Smith, assistant to the presi- 
dent of Young, Lorrish and Rich- 
ardson, gave some of his time dur- 
ing the week of the Chicago show 
to the displays of Voss washing ma- 
chines and Royal vacuum cleaners. 
“It is a great show,” he said. “The 
crowds were surprisingly large and 
wholesaler, dealer and public interest 
was intense. Our factories are more 
than pleased with the results.” 

Don J. Phelps, president of the 
Phelps Radio Corp., Chicago, said: 
“As a result of the first four days of 
the show, we had to triple our pro- 
duction schedule. Business has been 
contracted for in world wide mar- 
kets, and the list continued to grow 
until the end of the show. Besides 
opening new distributing arrange- 
ments in all parts of the United 
States, we have signed dealers in 
Germany, Italy, New Zealand, Brazil, 
Belgium and Australia.” 

The Gibson Refrigerator Co. con- 
centrated on this show as the best 
merchandising medium to close with 
distributors and succeeded so well 
that C. J. Gibson, president, returned 
to Greenville, Mich., early in the 
week, to see what could be done 
about increased production. 


A total of $90,000 wholesaler busi- 
ness was done by Gibson during the 
show, according to W. I. Marshall, 


sales promotion manager. 


“This has been a splendid radio 
and appliance exposition, and it has 
been a fine television show, but all in 
our organization agree it has been a 
gorgeous refrigerator show,” was the 
way C. S. Tay, sales manager of the 
Wiswell Radio Co., which staffed the 
Leonard Refrigerator exhibit, ex- 
pressed himself. 


“The fact that sales, made 10 
months after the last Chicago show 
were traced directly to that exhibi- 
tion is one thing that brought us into 
this show,” said A. C. Germain, as- 
sistant general manager in the Chi- 
cago district for Singer Sewing Ma- 
chine. “And we are more than 
pleased with our experience during 
the 1932 show. We received ample 
returns on our investment in the 
show and in addition valuable adver- 
tising by being able to demonstrate 
our products to thousands.” 


Forty-two New Radio Models 
Displayed at Coliseum 

Forty-two new models of radio re- 
ceiving sets and one new type radio 
tube together with a comprehensive 
variety of electrical appliances were 
on display at the Chicago Radio- 
Electrical Show, sponsored by the R. 
W. A. . 

Great diversity in the design, finish 
and styling of radio furniture is evi- 
dent in the new models. The Majes- 
tic line, for example, is entirely new 
and contains 10 models. They are 
all of the superheterodyne type, and 
each model contains at least one more 
tube than the previous line. In the 
10 tube receiver Majestic is using 
its own duo-diode tube in the detector 
stage and clearer reception is claimed 
as a result. The duo-diode tube 
brings the push-pull principle into 
the detector of the set. This was the 
only new tube in the Show. 

Eight new models are found in the 
RCA Victor line. One of these is a 
short wave adapter, carrying the 
range below 14 meters and continu- 
ing through the full broadcast range. 
In addition there are now seven and 
eight tube models, an auto radio, and 
an eight tube battery set (portable). 
The line also includes three radio- 
phonograph combinations. The syn- 
chronized tone system is _ used 
throughout. 

Zenith retains the seven, eight, 10 
and 14 tube models, with automatic 
tuning obtainable with the 10 and 14 
tube jobs. 


United American Bosch Corp. has 
four new superheterodyne models, 
and has increased the number of 
tubes on the radio frequency side of 
other sets. There are many new and 
beautiful cabinet designs in this line. 


The smallest radio receiver dis- 
played was the five tube radio fre- 
quency job manufactured by Phelps 
Radio Co., Chicago, which speeded 
up work on its first units in order to 
exhibit at the show. It is five inches 
wide, seven inches high and 14 inches 
long and weighs but 15 pounds. 

Crosley displayed all of the same 
models that have been shown pre- 
viously, but the line has been in- 
creased to contain a total of 20 
models. 
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Who Wouldn't Smile? F. O. Carpen- 
ter, H. M. McCleery, H. W. (“Cully”) 
Culbertson, of the McCleery-Carpenter 


Electric Co., Columbus, O. “Cully” was 
just about to leave to call on a cus- 
tomer to have a big lamp contract 
signed. That is the reason for the smile. 





Complete Refrigerator Line 
Announced by "Fada" 

The entry of F. A. D. Andrea, 
Inc., Long Island City, N. Y., manu- 
facturer of “Fada” radio, in the 
electrical refrigeration field, has been 
announced by Frank A. D. Andrea, 
president of the company. The an- 
nouncement of “Fada” electric re- 
frigeration follows closely the entry 
of the pioneer radio producer in the 
electrical appliance field a few weeks 
ago, when a new wireless iron was 
introduced. These new products are 
the result of several years of re- 
search and experimentation by the 
“Fada” laboratories, under the per- 
sonal supervision of Mr. Andrea. 

A complete line of refrigerators 
is now being manufactured at the 
Long Island City factories. Among 
the new features embodied in the 
“Fada” refrigerator, according to 
Mr. Andrea, are the abolition of the 
noise making drive belt, fewer mov- 
ing parts and no expansion or float 
valve on the evaporator. The new 
product, it has been intimated, is 
priced to sell in volume in today’s 
market at a profit for dealers and 
with the expanded set-up distribu- 
tors and dealers are assured of a 
balanced line with all year round 
salability. The same high standards 
that have always characterized the 
merchandising of “Fada” radio will 
be continued on the three products 
now bearing the well known “Fada” 
trade mark, it is said. 

Other features of the new refrig- 
erators include new style cabinets 
with concealed door catch, full length 


piano hinges, porcelain shielded cool- 
ing unit, electric light and the usual 
accessories. 

One of the special features is the 
pressure control which eliminates all 
moving parts on the cooling unit such 
as float or expansion valves, and it 
is said provides one of the most ef- 
ficient devices for this important part 
of the refrigerator circuit that has 
yet been found. 

Mr. Andrea announced there 
would be no change in the funda- 
mental “Fada” policy and they are 
continuing to build and feature a 
quality line of “Fada” radios. 


v 


Frigidaire Announces 
"Moraine" Line 

A new line of refrigerators, the 
“Moraine,” is announced by the 
Frigidaire Corp., Dayton, O. It will 
be sold through present Frigidaire 
outlets and by many new dealers who 
will be given franchises in the near 
future. Some dealers will handle 
only the “Moraine” line, and others 
will display and stock the regular 
all-porcelain line as well, it was 
stated. 

The three new models, all of which 
will carry the Frigidaire nameplate, 
were introduced nationally last month 
at a series of dealer meetings held in 
all parts of the United States, and 
were given an enthusiastic reception 
by more than 15,000 dealers and 
salesmen. 

The “Moraine” models are priced 
from $160 f.o.b. Dayton, and will 
supplement the standard all-porce- 
lain line in all sales activity. They 
include many of the characteristic 
features that distinguish the higher 
priced models. The mechanical unit 
carries a three year guarantee. 

“In merchandising the new mod- 
els, quality will be the dominant sales 
appeal,” said E. G. Biechler, presi- 
dent and general manager. “They 
have been added to our line of house- 
hold equipment in order to broaden 
our market for 1932. 

“They will be promoted on a qual- 
ity basis as a supplementary line to 
our porcelain models, which retain 
a number of exclusive features in 
addition to their porcelain finished 
exteriors and larger ice capacity to 
account for the price spread. Popu- 
larity of this porcelain line is best 
attested by the fact that in 1931 we 
built and shipped 35% more house- 
hold models than we did in 1930.” 


Norge Announces Refrigerator 
Improvements 


The season’s newest automobiles 
just displayed at the great shows in 
New York and Chicago offer no 
more in the way of startling new im- 
provements, smart new design and 
increased efficiency than do the new- 
est electric refrigerators, according 
to the following statement by John 
H. Knapp, vice-president and sales 
director of the Norge Corp., Detroit. 

“The new models of electric re- 
frigerators offered today are in every 
way comparable to the fine automo- 
biles being offered the public at this, 
the season’s beginning. Not only has 
appearance been stepped up to keep 
pace with the modern concept, but 
everything possible to make the 
housewife’s tasks less burdensome 
has been given utmost consideration. 

“In the Norge designing rooms, 
for instance, we worked for months 
on the new type of flat porcelain 
shelf which is now standard on the 
‘Rollator’ refrigerator. These ribbon- 
flat shelves are easily cleaned; small 
interstices make it possible to place 
the smaller bottles and dishes any- 
where on the shelf without having to 
worry whether they will tip over and 
spill. The shelf is cleaner than any 
other type; moves forward on bake- 
lite buttons, as if greased. And, of 
course, being flat porcelain, it is 
cleaned perfectly and quickly. 

“The ‘Watervoir’ is another great 
feature of this new day refrigerator. 
This is a glass beverage container of 
full gallon capacity. It is ideal for 
the cooling of drinking water since 
the tap makes it always available. 
And for parties, the ‘Watervoir’ is 
perfect. Imagine having a whole gal- 
lon of the mixed drinks, so popular 
today, all ready to serve. No more 
embarrassing lulls while the host 
goes into the kitchen to mix a drink! 

“Right in line with the ‘Watervoir’ 
is the new Norge development in ice- 
trays. Now ice cubes may be re- 
moved from the tray quickly and 
without the usual wait for melting. 

‘Another modern advance is the 
‘Preservoir.’ This is an ingenious 
compartment for the storage of the 
perishables, particularly the green 
vegetables that wilt so quickly. The 
‘Preservoir’ keeps them fit for days 
and days. 

“In every way, our industry has 
paralleled that of the great Detroit 
car makers.” 
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Built fora Lifetime 











‘*We don’t know how Old it is’’ wenn: sates 


Mr. H. C. Trowbridge, of the Covert Boat & Engine Company of R & M 
Kansas City, Mo., writes: MODEL 806 


‘Mr. Covert can’t remember how many years he has owned this fan, except that Durable — Dependable 
it has been used every Summer in not only this business of his but quite a few others 


previously owned. The vane type of oscillating mechanism attracts a great deal of This new 10-inch oscillator is built 
attention as it hasn’t been manufactured for many years. People often say that this fan to stand the hard knocks of constant 
will soon have a real value as a genuine antique. We value it not only as an antique but service. It operates silently and has a 
as a very serviceable and comfortable necessity.” new winding which produces an un- 


usually large volume breeze fora 10- 
inch fan. Finished in semi-gloss 
black enamel. Retails for $16.50. 


R&M Fans are famous for their long life. Many of the first fans, built over 35 years 
ago, are still giving faithful and reliable service. 











The new 1932 R &M line presents fans _ they are nationally distributed. They 

for every need at prices to suit every are a good profit line for you. If you are 

purse. All good fans, all built for life- _ interested in a line that puts profits on 

time service, whether for home, office, your books, write for Catalog No.1563. 

factory or public places. We advertise Robbins & Myers, Inc., Springfield, 
them nationally and Ohio; Brantford, Ont. 


Robbins & Myers 








FAN §S 
AN D 
MOTORS 





HAND AND ELECTRIC 
HOISTS AND CRANES 





10” OSCILLATING 
ART FAN—A good- 
looking fan for the 
home or office. Silver- 
like finish. Generous 
' breeze. $17.50 Jist. 


STANDARD FANS— 
For over 35 yearstheold 
reliable breeze maker. 
All types and sizes. A.C. 
and D.C. From $6.50 
up, /ist. 





MODERNISTIC KOOLITE—The 
OSCILLATING 8” new combination 
FAN —Silver-like 36” and 52” DELUXE CEILING low-priced fan and 
finish. Masked os- FAN— Only 18%” headroom with lighting fixture. 
cillating mecha- light fixture. Lustrous bronze finish. For home or office. 
nism. $12.75 /ist. Reversible blades. $40 and $50 /ist. $20 Jist. 
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Conditioned Air Refrigera- 
tion Announced by G. E. 


The latest refrigeration develop- 
ment of the General Electric Co., 
Conditioned Air Refrigeration, has 
been announced by Walter E. Land- 
messer, manager of the commercial 
division of the General Electric Re- 
frigeration department. 

“This new development is a 
marked improvement in commercial 
refrigeration and is the result of in- 
tensive study, both in the General 
Electric Laboratories and in the field 
to determine the best conditions un- 
der which maximum preservation of 
perishable foodstuffs may be ob- 
tained in commercial equipment,” 
Mr. Landmesser said. “Facts gath- 
ered through this study showed that 
low temperatures of from 36 to 40 
degrees Fahrenheit are necessary to 
inhibit the growth of bacteria and 
high relative humidity of from 80 
to 85% must be maintained con- 
stantly to reduce to a minimum dehy- 
dration. 

“To obtain the desirable degrees 
of humidity and at the same time 
maintain proper low temperatures 
has been the stumbling block of vir- 
tually every refrigeration manufac- 
turer. In some instances overcoiling 
has been resorted to, but this has its 
obvious disadvantages. Conditioned 
Air Refrigeration offers the first 
practical solution to this problem, we 
believe, and at the same time offers 
a number of additional distinct ad- 
vantages. 

“It has been found necessary, to 
maintain high humidities, to have a 
comparatively high evaporator tem- 
perature and to have a minimum 
temperature difference between the 
evaporator and the air in the cabi- 
net. In the Conditioned Air units 
this is accomplished by the use of 
forced air circulation. All of the air 
in the cabinet or the display case 
passes through a series of tunnels 
formed by wet evaporator plates at 
least five times a minute. This rapid 
circulation increases the effectiveness 
of the evaporator many times with 
the result that an average cabinet 
temperature of 38 degrees can be 
maintained with an average evapor- 
ator temperature of more than 30 
degrees. The direct benefit to the 
user is reduced spoilage due to the 
low temperature and a sharp reduc- 
tion in dehydration loss due to the 
high humidity maintained. 


“Plates in the evaporator are con- 
stantly wet and all of the air in the 
cabinet is constantly washed and 
purified. Food odors in the air are 
aiways being absorbed by the water 
on the evaporator plates and carried 
to the drain. This air purification is 
much more effective than with grav- 
ity circulation since there is frequent 
contact with the evaporator. The net 
result is a much fresher condition in 
the cabinet with correspondingly re- 
tarded bacteria growth. Furthermore, 
the rapid removal of odors elimi- 
nates the possibility of one food be- 
ing contaminated by odor from an- 
other. This means that foodstuffs 
susceptible to odor absorption can be 
stored in the same refrigerator with 
others which emanate odors. 

“The forced air circulation, in ad- 
dition to assuring a uniform temper- 


r,.tuith conditione 





ature in every part of the cabinet 
or display case, also assures more 
rapid cooling of warm foods when 
they are placed in the cabinet. Due 
tc the increased efficiency of the 
evaporator resulting from forced air 
circulation, a comparatively small 
evaporator can be used, occupying 
only one third of the cabinet space 
heretofore required. In addition, the 
forced air unit has greater flexibility 
since it can be placed almost any- 
where in the cabinet or display case 
with proper baffling. 

“This latter advantage is capital- 
ized particularly in the display case 
where the evaporator is placed in the 
bottom, leaving the top entirely free 
for an effective display of foods un- 
marred by the unattractiveness of 
coils. With the coils absent from the 
top there is greater utilization of dis- 
play space and two shelves can be 
used to advantage. 

“Whereas the usual commercial 
evaporator operates at an average 
temperature of about 20 degrees, the 
Conditioned Air evaporator operates 
at a temperature at least 10 degrees 
higher, thus automatically increas- 


ing the capacity of the refrigera- 
ing unit about 30% and also in 
creasing the unit efficiency. Added to 
this advantage is the effectiveness 
obtained by using an injector in the 
evaporator which keeps the refriger- 
ant liquid in constant agitation and 
recirculation. This injector is also 
used in ice cream cabinets. 

“The advantages of Conditioned 
Air Refrigeration may be summar- 
ized in nine points as follows: 

1—Low cabinet temperature (36 
to 40 degrees) reducing spoilage. 

2—High relative humidity (80 to 
85%) reducing shrinkage and rim- 
ming. 

3—Forced air circulation which 
washes the air and removes odors. 

4—Rapid cooling of foods. 

5—Uniform cabinet temperatures. 

6—Elimination of the transfer of 
odors from one food to another. 

7—Greater efficiency and capacity 
of refrigerating unit. 

8—Small space required by the 
evaporator. 

9—Lower operating cost. 

“Conditioned Air Refrigeration 
now is available in two types of Gen- 
eral Electric Refrigerating machines. 
One is the ‘packaged article’ type 
with the evaporator and compressor 
built as a single unit, which can be 
used for storage cabinets where there 
is room to install the unit on the top. 
Second is the sealed-in-steel com- 
pressor obtainable for remote instal- 
lation. The evaporator may be placed 
in the bottom of the case and the 
unit piped from any convenient lo- 
cation farther removed.” 








In Charge of Sales at May Corp.: 
George W. Axmacher is the newly ap- 
pointed sales manager of the electrical 
appliance division of the May Radio 
and Television Corp., New York. Mr. 
Axmacher has had 15 years experience 
in the sale of electrical appliances, includ- 
ing 10 years with Landers, Frary & Clark. 
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Frigidaire Announces Air 
Conditioners 


The Frigidaire Corp. has entered 
the air conditioning field with three 
models of unit type conditioners suit- 
able for commercial and residential 
use. 


The first, similar in size to the 
conventional radiator of modern de- 
sign consists of a refrigerant laden 
cooling coil, fans for deflection and 
diffusion of the air, moisture con- 
trolling features and a heating coil 
to be connected with hot water, steam 
or vapor heating plant. 


For installation where radiator re- 
cesses or other wall niches are not 
available, a taller unit comparable in 
size and appearance to a high-boy 
radio cabinet is provided. A smaller, 
cube-shaped unit is designed for in- 
stallations where floor space is at a 
premium. 

The first showing of this line was 
made before the American Society of 
Heating and Ventilating Engineers 
and the American Society of Refrig- 
eration Engineers in Cleveland in 
January. 

Vv 


Dunning Leads in G. E. Refrig- 
erator Campaign 

A. S. Dunning, president of A. S. 
Dunning, Inc., Duluth, Minn., dis- 
tributors for General Electric refrig- 
erators, has been elected “president” 
of “Refrigerania.” This election was 
accomplished by sales made by the 
distributorship of more G.E. refrig- 
erators to quota than any other dis- 
tributorship in the United States dur- 
ing a 10-week sales campaign which 
ended midnight November 21. 


The president-elect’s cabinet is 
composed of six other distributors 
whose sales were the highest to quota 
in their respective districts and is 
comprised of: A. F. Head, Hoosier 
Electric Refrigerator Corp., Indian- 
aoplis, Ind.; P. H. Harrison, Phil. H. 
Harrison & Co., Newark, N. J.; 
Mark Wright, Wright Bros. Refrig. 
Corp., San Antonio, Tex.; C. L. 
McCrea, National Electrical Supply 
Co., Washington, D. C.; K. A. Con- 
nelly, F. B. Connelly Co., Billings, 
Mont. ; George Belsey, George Belsey 
Co., Ltd., Los Angeles, Calif. 


Under the rules of the contest each 
distributor was a candidate for presi- 
dent and keymen and department 
heads, dealers and salesmen were 
candidates for governor, lieutenant 


governor, senator, congressman and 
mayor. Prize awards ranged all the 
way from a Chrysler Imperial eight 
cylinder convertible coupe de luxe 
and six Ford pick-up trucks to purses 
of $150 and $75 and gold and silver 
plated fountain pen desk sets. 


Vv 
Health and Earning Power 


A book well worthwhile is one en- 
titled “Your Health and Your Earn- 
ing Power,” published by the Na- 
tional Electric Light Association. The 
average man loses through illness one 
week of each year; the average 
woman losses through illness one and 
one-half weeks each year; on an av- 
erage day, one person out of each 50 
of the population is ill, the authors 
state. 

Written in simple and straightfor- 
ward language, the book is a compen- 
dium of information which, when 
once acquired, should prevent many 
of the more common human ailments. 
None of the methods expounded in 
the book, however, are expected or 
intended to take the place of profes- 
sional medical or surgical care. Copies 
may be obtained from the Publica- 
tions Department, 420 Lexington 
Ave., New York; the price is $0.50 
paper cover, $0.65 cloth. 


v 


"Electric Eye'' Controls Room 
Humidity 

The moisture on the window pane, 
considered undesirable by many 
housewives, is made the governing 
element in a new robot designed to 
keep the home properly humid es- 
pecially during the dry winter 
months. This equipment, developed 
by the B. F. Sturtevant Co. in col- 
laboration with the General Electric 
Co., sets the photoelectric eye to 
watch the window pane to determine 
when the air contains the proper 
amount of moisture. 


Healthy conditions indoors, par- 
ticularly in winter, require a rela- 
tive high degree of moisture in the 
air. A good measure of the amount 
of moisture in the air is the moisture 
which accumulates on the window 
pane. By directing a beam of light 
through the window and on a photo- 
electric tube, a method of control is 
produced which turns off the humid- 
ifying equipment at the proper time. 
The moisture on the glass obstructs 
the light and the sensitive photo- 
electric eye passes an impulse to a 








Model Homes Increases Appliance 
and Fixture Sales: The Canfield Sup- 
ply Co., Kingston, N. Y., has a model 
home within its own building where fix- 
tures and appliances are demonstrated 
to contractors, dealers, and their cus- 
tomers. One feature of this home is 
that all lamps suitable for a particular 
room are kept in an adjoining closet. 
When a particular lamp is under dis- 
cussion it is pulled out, as shown in 
the photo, and snapped on to the room 
outlet where it may be seen alone as 
in the home, and where surrounding 
lamps do not affect the impression of 
the customer. H. S. Kolts, department 
manager consented to demonstrate how 
this is done. Appliances are also showr 
and demonstrated in this home. 





pliotron tube which actuates a relay 
to stop the humidifier. 

The new humidifying scheme is 
expected to be of value not only in 
residences but also in churches, the- 
aters, public buildings, Pullman cars, 
office buildings and similar locations. 


Vv 
Refrigeration Plan Book Off the 


Press 

“Another Million in 1932,” the 
first of two Plan Books covering 
the second year of the Electric Re- 
frigeration Bureau’s activity, is off 
the press and is now being distributed. 
The second book will be issued on 
August 1. 

Brilliantly illustrated in four col- 


‘ors, “Another Million in 1932” con- 


tains descriptions and reproductions 
of the new promotional material, data 
on Bureau organizations, a time table 
of events, discussions of the four 
special sales periods and actual re- 
ports of progress during 1931 in lo- 
calities of varied populations. The 
national advertising is illustrated in 
full color and considerable space is 
devoted to reproductions of local ad- 
vertising, together with a list of the 
mats and proofs which will be avail- 
able from headquarters, 420 Lexing- 
ton Ave., New York City. 
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Association 


Activities 


A forum for the exchange of news 
and views between both local and national 
trade associations. 


Reports of association 


activities and changes in personnel are solici- 
ted from association executives 








Puget Sound Association Now 
Firmly Established 

The Puget Sound Electrical Whole- 
salers’ Association, which was re- 
cently organized at a mass meeting 
open to all engaged in the industry in 
Seattle and Tacoma, is already firmly 
established and is beginning to suc- 
cessfully fill a much needed and long 
felt want among the distributive 
branch of the industry in this terri- 
tory. 

Its members are highly pleased 
with the results thus far secured, ac- 
cording to Harry Byrne, chairman 
of the Association, and this group is 
recognized as the official representa- 
tive body to legislate, administer and 
rationalize the industry in its terri- 
tory. 

The association is open to all en- 
gaged in the wholesale distribution 
of electrical supplies, appliances and 
radio. Wholesalers in other cities in- 
terested in forming similar associa- 
tions may secure full information 
concerning the formation and activi- 
ties of the Puget Sound Electrical 
Wholesalers’ Association by address- 
ing R. F. Robinson, Secretary, 617 
Fourth Ave., Seattle. 


v 


Portland, Oregon, Adopts Elec- 
trical Guild Plan 


The Electrical Guild plan for in- 
creasing electrical work and giving 
employment to now unemployed elec- 
tricians is to be put into effect in 
Portland, Ore., through machinery 
established by organized labor in co- 
operation with about 20 electrical 
contracting firms. The plan contem- 
plates solicitation of property owners 
to induce them to add to, modernize, 
or repair their electric wiring. Solici- 
tation will be carried on by members 
of the local electricians’ union not 
now employed. Insofar as possible 
prices on frequently recurring classes 





of work have been standardized. In 
cases where the customers have not 
specified a particular contractor, the 
job will be apportioned by a com- 
mittee composed of representatives 


of labor and representative con- 
tractors. 
Vv 
Ranges Topic of N. E. M. A. 
Meeting 


The mid-winter meeting of the Na- 
tional Electrical Manufacturers’ As- 
sociation, held at the Biltmore Hotel, 
New York City, on January 12, was 
given over to the further develop- 
ment of plans for the national indus- 
try campaign to sell one million 
ranges in the next three years. 

A fund of $500,000 was appropri- 
ated by N. E. M. A. for general pro- 
motional advertising. In addition, in- 
dividual range manufacturers are ex- 
pected to spend a total of $8,400,000 
for product advertising. 

It was announced that N. E. L. A. 
will spend $2,500,000 for coopera- 
tive advertising during the campaign 
period and, in addition, local utilities, 
distributors and dealers will spend 
$6,300,000 on product advertising in 
their own communities. 

The total expenditure for adver- 
tising, both national and local, will 
thus exceed 17 millions. As each 
range requires, for installation and 
service, other N. E. M. A. material 
to the amount of $117 the three 
year campaign should create a total 
market for electrical products of 
$500,000,000. 

Vv 


New Quarters for Pacific Radio 
Trade Association 

Headquarters of the Pacific Radio 
Trade Assn., in San Francisco, have 
been removed from the Bellevue 
Hotel to offices on the third floor of 
the Furniture Exchange Building at 
New Montgomery and Howard Sts. 


New Wholesaler Association in 
Philadelphia 

The Electrical Wholesalers Asso- 
ciation of Philadelphia has recently 
been formed by a group of indepen- 
dent wholesalers in the Quaker City. 
The officers are: J. Alexander, 
Wayne Junction Electric Supply Co., 
president; A. Silverstein, Northwest 
Electric Supply Co., vice-president ; 
Walter Wick, Lindley Electric Sup- 
ply Co., treasurer, and H. Horn, sec- 
retary. 

This group has no connection with 
the wholesaler section of the Electric 
Association of Philadelphia. Its ob- 
jective is the improvement of trade 
relations and business ethics rather 
than sales promotion. 

Manufacturers’ agents were invited 
to attend a meeting at the Benjamin 
Franklin Hotel, January 21, at which 
time the aims of the new association 
were explained and the cooperation 
and support of the manufacturers’ 
representatives solicited. 


v 


Wholesalers Elected Trustees of 
Utah League 

At the annual meeting held in Salt 
Lake City during the latter part of 
December, the following wholesalers 
were elected to the board of trustees 
of the Electrical League of Utah: 
Frank Edwards, president, Frank 
Edwards Co.; H. R. Bygel, manager, 
United Electric Co.; G. B. McKee, 
manager, electrical department, Salt 
Lake Hardware Co., and J. A. Kahn, 
general manager, General Electric 
Supply Co. 

Vv 


Pittsburgh League Holds Meeting 
for Refrigeration Distributors 
On January 11, 50 refrigeration 

distributors of the Pittsburgh area, 

together with their sales organiza- 

tions, were addressed by Dr. G. W. 

Allison, field manager, Bureau of 

Refrigeration, N.E.L.A. 
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E. E. W. A. Condemns 
"Composition Settlements" 
The following resolution condemn- 

ing the practice of making compro- 
mise settlements with financially em- 
barrassed customers has been re- 
cently passed by the Eastern Electri- 
cal Wholesalers’ Association of New 
York City. 

“RESOLVED: In view of the need 
for stabilization of the electrical sup- 
ply industry, and recognizing credit 
stability as the foundation for the de- 
sired stabilization, the Eastern Elec- 
trical Wholesalers’ Association does 
hereby condemn all forms of compo- 
sition settlements as destructive and 
contrary to the best interests of the 
industry.” 

The seriousness of this situation 
and the need for cooperative action is 
set forth in a statement by the asso- 
ciation’s managing director, Julian A. 
Hawks. 

“It is customary in the electrical 
supply industry for a financially em- 
barrassed concern to call a meeting 
of its creditors. At these meetings 
there is usually considerable wrang- 
ling. Statements are often made that, 
regardless of the actual cause of the 
debacle, provide grounds for sus- 
picion. After the formalities are 
concluded a settlement is accepted 
that usually approximates a maxi- 
mum of 30 cents on the dollar. It 
would be bad enough if the matter 
stopped here, but the established pre- 
cedent is for the identical concern to 
continue its business activities, its 
efficiency enhanced by the elimination 
of the handicaps emanating from the 
financial embarrassment. 

“On the other hand, we also have 
in the electrical industry a number of 
individuals who pay everybody else 
before they pay themselves. We have 
concerns who consider it their duty 
to go to every expense possible in 
order that they may maintain a sound 
financial condition. With cost ac- 
counting and expensive collection 
systems every precaution is taken to 
meet financial obligations when due, 
in spite of an overhead and payroll 
that fluctuates with business condi- 
tions. 

“We would ask the electrical indus- 
try if anything is, or has been done, 
to protect the existence of such con- 
cerns who, by reason of these pre- 
cautions, are still in a position con- 
sidered as sound. We ask the indus- 
try what basis there is for any ex- 





pectation that there will be any united 
effort toward stabilization and sound 
economical business conduct. 

“The situation is too involved for 
one branch of the industry to do the 
entire job. The only remedy, we 
believe, is through unselfish, organ- 
ized cooperation. Manufacturers, 
wholesalers and contractors have lost 
many thousands of dollars as a re- 
sult of their indifference towards and 
independence of one another. In our 
opinion the time has arrived when 
we must all sit down together to ex- 
change viewpoints and work out 
solutions which will benefit all 
branches of the industry.” 


v 


Pacific Coast Electrical Bureau 
Holds Meeting 


The annual industry meeting spon- 
sored by the Pacific Coast Electrical 
Bureau was held in San Francisco 
on January 6. 

A. C. Joy, in charge of publicity 
for the Pacific Gas & Electric Co., 
described the past year’s advertising 
and indicated that it would be con- 
tinued in the same tone this year. 
He explained that all of the com- 
pany’s advertising was planned to be 
thoroughly cooperative, carried deal- 
ers’ names, did not specify definite 
makes of ranges or other appliances 
or quote prices, and urged customers 
to see their dealers. 


Great Lakes N.E.L.A. Holds 
Sales Conference 

Final arrangements have been 
made for the Annual Sales Confer- 
ence, Spring 1932, and Commercial 
Section Meetings of the Great Lakes 
Division, N.E.L.A., to be held at the 
Edgewater Beach Hotel, Chicago, on 
February 18 and 19. 

Considerable time will be devoted 
to the subjects of trade relations and 
market development. 

A large space in the hotel has been 
reserved for the exhibit of appli- 
ances and lighting devices, which will 
be made in connection with these 
meetings. Indications are that a 
larger number of manufacturers will 
participate in the sales conference 
this year. The Annual Mid-West 
Sales Conference of the American 
Gas Association will be held the same 
week in Chicago in order to enable 
the combination utility and manufac- 
turing companies to send represen- 
tatives to both meetings, thereby sav- 
ing time and traveling expenses. 

The Annual Sales Conference of 
the Great Lakes Division, N.E.L.A., 
is the largest of its kind in the elec- 
trical industry outside of the Atlantic 
City Annual Convention. 

Mr. R. J. Malcomsen, assistant to 
vice-president, Public Service Co. of 
Northern Illinois, is chairman of the 
committee in charge of the program 
and exhibits. 
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In Charge of Philadelphia Lighting Exhibit: J. C. Vanes has been appointed 


to take charge of the permanent lighting exhibit of the Electrical Association of 


Philadelphia which was officially opened December 10, 1931. 


Mr. Vanes comes 


to the association from the General Electric Co., Pittsburgh. Photo shows him 
standing beside the miniature street scene at the entrance to the exhibit. 
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News 


from the Field 


E..: month "Electrical Wholesal- 
ing" sends "What's the News?" sheets to 
electrical wholesalers and specialty distribu- 


tors. Voluntary contributions of news items 
and snapshots are invited from our readers 











McLaughlin Launches 
Own Company 

W. J. McLaughlin, who resigned 
from ELrecrricAL WHOLESALING in 
October, has established himself as 
business writer and advertising con- 
sultant servicing publications and 
manufacturers in the Chicago area. 

Mr. McLaughlin will have associ- 
ated with him Harold Olsen, Mervin 
Gunderson and Ralph Claire, with 
Mr. Olsen in charge of the art de- 
partment. 

“Mack’’, who served as editor of 
THE Jopper’s SALESMAN for the 
past four years, will continue to con- 
tribute to ELEcTrRiIcAL WHOLESAL- 
ING. 

His offices will be located at 520 
North Michigan Ave., Chicago. Tele- 
phone: Delaware 1811. 


v 


C. B. Graves is Westinghouse 
Refrigeration Manager 

Carl D. Taylor, manager of the 
refrigeration division of the West- 
inghouse Electric & Manufacturing 
Co., Mansfield, O., has announced 
his resignation from that company, 
effective January 1. Mr. Taylor has 
been appointed vice-president and 
general manager of the Elin Co. of 
Philadelphia, and will take charge of 
his territory soon after the first of 
the year. 

C. B. Graves, formerly vice-presi- 
dent and general manager of the 
Standard Home Utilities Co. of Chi- 
cago, has been appointed as his suc- 
cessor. Associated with Mr. Graves 
will be J. F. O’Donnell, who has been 
named assistant manager. Mr. O’Don- 
nell has been with the Westinghouse 
Co. for several years. 

Mr. Taylor has been with the 
Westinghouse Co. for the past 17 
years. He has been located in Mans- 
field for the past three years, having 


come from Pittsburgh, where he was 
industrial manager of the central di- 
vision. With the Elin Co., a refrig- 
erator distributing concern, he will 
have charge of the territory in east- 
ern Pennsylvania, southern New Jer- 
sey, and Delaware. 


v 


Lewis New Exclusive Crosley 
Distributor 

The Lewis Radio Co., Inc., 45 N. 
7th St., Philadelphia, has been ap- 
pointed exclusive distributors in the 
Philadelphia territory for Crosley 
radio receivers and Crosley refriger- 
ators. 

The territory covered by this com- 
pany, eastern Pennsylvania and 
southern New Jersey, was formerly 
covered by two distributors. 

The Lewis Radio Co., Inc., is a 
pioneer in the radio industry. For 
10 years it has been distributing 
quality radio merchandise. This com- 
pany recently won the first prize in 
its district and the third prize in the 
entire United States for the unit in- 
crease in net purchases of Cunning- 
ham tubes during November and 
December over September and Oc- 
tober. At the present time it is serv- 
ing over 500 authorized Crosley 
radio dealers. 


v 


New Chicago Distributor for 
"Majestic" Radio 

Wakem and Whipple, Inc., 225 
East Illinois St., Chicago, has been 
appointed exclusive distributors for 
“Majestic” radio receivers in Chi- 
cago and northern Illinois. Open 
house displays were held by Wakem 
and Whipple in Chicago, Aurora and 
Rockford during the week of Janu- 
ary 11. 

The Harry Alter Co., who form- 
erly handled “Majestic” radio and 
electric refrigerators will now dis- 
tribute “Majestic” refrigerators only. 


Supply and Appliance ees 
Announced by G. E. Supply 
In carrying out the division of its 

organization into appliance, supply 

and operating departments, described 
in ELecrricAL WHOLESALING for 

January, the General Electric Sup- 

ply Corp. has announced the ap- 

pointments of the following district 
managers. 

District managers of appliance 
sales: W. H. Kaiser, Boston; L. G. 
Moore, Jr., acting, New York; R. A. 
Shackleford, Philadelphia; R. M. 
Wygant, Baltimore; G. D. Adair, 
Atlanta; W. B. Meek, New Orleans ; 
D. B. White, Buffalo; R. R. Hand, 
Cincinnati; C. H. Wilson, Cleve- 
land; A. S. Joseffy, Detroit; R. M. 
Davis, Pittsburgh; A. H. Luebbe, 
Chicago; F. W. Greusel, Milwaukee ; 
S. J. Taber, St. Paul; G. W. Clark, 
Omaha; L. C. Arnold, St. Louis; 
R. V. McDonald, Kansas City, and 
W. M. Goodwin, Dallas. 

District managers of supply sales: 
W. V. Price, Boston; H. C. Cala- 
han, New York; G. H. Carnall, 
Philadelphia; B. J. Dischinger, Bal- 
timore; J. J. Perry, Atlanta; J. H. 
Braselton, New Orleans; R. D. 
Glennie, Buffalo; E. L. VanWinkle, 
Cincinnati; F. K. Bybee, Cleveland ; 
L. A. Pixley, Detroit; W. L. Fader, 
Pittsburgh; E. A. Oas, Chicago; 
P. R. Boole, Milwaukee; L. G. 
Mample, St. Paul; C. D. LaMee, 
Omaha; C. J. Watson, Jr., St. Louis ; 
J. C. Johnston, Kansas City, and 
H. R. Worthington, Dallas. 


Vv 
Harry L. Mayhew Dies 


Harry Lincoln Mayhew who was 
associated with the Stubbs Electric 
Co., Portland, Ore., died at his home 
on December 27. He is survived by 
his widow and daughter. A resident 
of Portland for 18 years, Mr. May- 
hew was credit manager for Sher- 
man, Clay and Co. for 15 years. 


ae 
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Market for Electrical Products 


Compiled monthly from reports received by ELECTRICAL WHOLESALING from 
a selected list of electrical wholesalers and specialty distributors. The figures 
show the number of reports on each item received from each zone 
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Zone |—New England:— 
Zone 2—Central Atlantic:— 
Zone 3—Southeast:— 


Zone 4—Midwest:— 


STATES IN 


Maine, New Hampshire, Vermont, Massa- 
chusetts, Rhode Island and Connecticut. 


New York, New Jersey, Pennsylvania, Dela- 
ware, Maryland and District of Columbia. 


Virginia, North Carolina, South Carolina, 
Georgia, Alabama and Florida. 


Ohio, West Virginia, Kentucky, Indiana, 
Michigan, Illinois, Wisconsin and Iowa. 


EACH ZONE 


Zone 5—Gulf Southwest:— 
Zone 6—West Mid-Continent:— 
Zone 7—Central Northwest:— 


Zone 8—Pacific Northwest:— 
Zone 9—Pacific Southwest:— 


Texas, Oklahoma, Arkansas, Louisiana, 
Mississippi, Tennessee and Missouri. 


Kansas, Nebraska, Colorado and Wy- 
oming. 


Minnesota, North Dakota, South Da- 
kota and Montana. 


Idaho, Oregon and Washington. 


California, Arizona, New Mexico, Utah 
and Nevada. 
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SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 





Personals 





Joun Gri_more, Harry Ollard, and 
Henry Schmidt, formerly with the 
Manhattan Electrical Supply Co., 
have joined the outside sales force of 
the Westinghouse Electric Supply 
Co. New York. 


H. L. Esrserc, formerly with the 
Manhattan Electrical Supply Co. is 
now selling for the Gertler Electric 
Co. New York. 


Curis LINpsLey has joined the 
sales staff of the Metropolitan Elec- 
trical Distributing Co. New York. 
He was formerly with the Manhat- 
tan Electrical Supply Co. of the same 
city. 


T. O. STEFFENS, formerly with the 
General Electric Supply Corp., Dal- 
las, Tex., traveling through the west 
Texas territory, has been transferred 
to the Shreveport, La., house. Mr. 
Steffens is replacing J. H. Braselton, 
formerly branch manager at Shreve- 
port, who is now at New Orleans act- 
ing as district manager of supply 
sales. 


WILLIAM H. PascHEN is now with 
the General Electric Supply Corp., 
St. Louis, with headquarters in 
Springfield, Ill. Mr. Paschen is in 
the appliance section selling all resale 
merchandise including lamps. 


THe AMBER Electrical Supply Co., 
Chicago, has employed D. D. Lee as 
salesman. 


F. B. (“Par”) Dunn will cover 
the southern Wisconsin territory for 
the Standard Electric Supply Co., 
Milwaukee, Wis. 


Lou From will assume full charge 
of sales of the Plainfield, N. J., divi- 
sion of the Morristown Electrical 
Supply Co., Morristown, N. J. Ben 
Newmark has been employed to take 
charge of fixture sales for both the 
Plainfield and Morristown stores of 
the Morristown Electrical Supply Co. 
The Plainfield house is known as the 
Hi-Fro Supply Co. 


P. B. Jarpy, formerly with the 
General Electric Co. is a new sales- 
man with the Radio and Equipment 
Co., Charleston, W. Va. Charles 


Blood took over the radio service de- 





partment of this company on Janu- 
ary l. 


A. G. Rippick, Inc., New Orleans, 
La., announces that J. M. Adams is 
retail] sales manager for the refrig- 
eration department. The sales force 
has been increased by 15 retail sales- 
men. M. V. Murray, formerly whole- 
sale contact man in the refrigeration 
department is now manager of the 
range department. Mrs. Tyree B. 
Allen heads the home service depart- 
ment. 


C. H. Murray recently joined 
Raybro Electric Supplies, Inc., Tam- 
pa, Fla., and will travel the southern 
part of the state. 


W.S. CoLeMAN has been appointed 
salesman for the southern Virginia 
territory of M. A. Hartley & Co., 
Staunton, Va. Mr. Coleman will 
have his headquarters at Martins- 
ville, Va. 


Howarp G. Dost is a new sales- 
man with the Wayne Junction Elec- 
tric Supply Co., Philadelphia, Pa., 
and Maurice Shugg has been em- 
ployed as an inside man. 


Tue CarLisLe and Bristol Hard- 
ware Co., Fargo, N. D., has added 
Perry Nelson to its sales force. 


D. E. MEep is selling for the Al- 
bany Distributing Co., Albany, N. Y. 
Ray Kling is a new man with this 
company on Copeland service. 


CHARLES LEONARD, formerly with 
the Westinghouse Electric & Mfg. 
Co., will cover non-merchandising 
lines for the Westinghouse Electric 
Supply Co., Washington, D. C. 


F, D. McCoy goes on the road as 
Kelvinator commercial salesman for 
555, Inc., Little Rock, Ark. 


KAHN and Levy, Galveston, Tex., 
has employed E. Hunter as a sales- 
man. Miss B. Robeson has been em- 
ployed for inside sales work. 


Jack GriFFIN, formerly with Ser- 
vel and Copeland, is in charge of re- 
frigerator sales for Western Radio, 
Inc., Los Angeles, Calif. 


Two NEW SALESMAN, J. Van Deu- 
sen and J. Miller, have been employed 
by R. H. McMann, Inc., New York. 


Ira J. Wills is a new credit man 
with the Hieb Radio Supply Co., 
Des Moines, Ia. Mr. Wills is an old 
pioneer in the radio business. 


LuTHER D. Lichty, new sales man- 
ager for the George D. Barboy Co., 
Reading, Pa., is well known in the 
furniture and music trades. 


J. R. Marsu is a new salesman 
with the Walker Electric Co., Boise, 
Idaho. 


Froyp D. Goope has been ap- 
pointed sales manager for the Build- 
ing Supply Co., Salem, Ore. 




















































A Busy Wholesale Store: As if the boys behind this counter haven’t enough to 
do already, A. L. Anixter, president of the Englewood Electric Supply Co., 


Chicago, is handing them another order from the stairs. 


This company has 


a very large dealer and contractor trade and for years has done a fine job on 


better lighting. 
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the record of W. H. Brown, Elliott- 
Lewis Electrical Co., Inc., Philadelphia, 
who is seen at the left selling a con- 
tractor. After working this length of 
time for one concern Brown knows the 
customers by their first names, their 
credit ratings, pet peeves, and most im- 
portant of all, when and where to find 
them. 


















Wholesalers Active in 
Associations 
A. G. Rippick, president of A. G. 
Riddick, Inc., New Orleans, La., 
has been made a member of the 


board of directors of the Kiwanis 
Club. 


RaysBro Electric Supplies, Inc., 
Tampa, Fla., announces that M. H. 
Mabry president, was recently ap- 
pointed secretary of the State Racing 
Commission by Governor Carlton. 


Hesket H. Kuun of the Hard- 
ware and Supply Co., Akron, O., 
has been elected president of the 
Akron Chamber of Commerce. 


F. A. JoHNson, manager of the 
Westinghouse Electric Supply Co., 
Duluth, Minn., heads the Electric 
| League of Duluth for 1932. 


Art the recent election of officers 
for 1932 of the Electric League of 
Chattanooga, Tenn., John Crimmins 
of the Mills and Lupton Supply Co. 
was elected president. 


THE ORANGE Belt Electric Club, 
San Bernardino, Calif. recently 
elected G. A. Goodbub, General Elec- 
tric Supply Corp., president. 


Harry Hutcuisson, who has had 
a long career as an executive of vari- 
ous Cleveland wholesaling establish- 
ments and who is well known in elec- 
trical wholesaling circles was re- 
elected as secretary-treasurer of the 
Electrical League of Cleveland. 
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24 Years Selling Contractors: That's | 
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FEBRUARY, 1932 


Issued by BEAVER MFG. CO. 
NEWARK, N. J., U. S. A. 


HAve I got news for you: order- 
hounds this time! I was sittin’ 
in the general office, out at the plant, 
minding my own business, when the 
sales manager rushes up to me and 
grabs hold of my shoulders and yanks 
me out into the sample room. I could 
see he was wild-eyed, so I knew 
better’n to offer resistance. 
Out there is the two big 
shots, in heavy conference 
over something on a table. 
I give one look, and 
see that it’s time to beat 
it to my old typewriter! 





Two New Items 
Worth A Rousing 
Salute in This Army 
...or Anybody Else’s 


CORRUGATED FROSTED GLASS 


What do ya think they’ve gone and 
done to that neat little wall bracket 


we've been peddling . . . you know 
the one, our W-1, in colored porcelain, 
with metal shade or without. Well, 
they’ve bought her a NEW BONNET, 
and it’s a knockout! A swanky corru- 
gated GLASS shade, streamlined like 
a high-priced car, frosted to the Queen’s 
taste . . honest, it adds a thousand 
percent to the job! MHere’s a rough 
idea of what I mean . . . be sure to 
make Home Office send it, QUICK! 


Eye-popper number 2 they’ve 
gone and put COLOR to those tricky 
4-way Table Taps . and I mean 
COLOR, I do! Remember, there’s 
T-1, diamond shaped, and T-2, round; 








they set on the breakfast table in no 
space at all and let you cook the 
whole meal under your nose while 
you’re reading the morning paper. So, 
what does BEAVER do to make ’em 
sell faster, but turn them out in smart 
pastel and flower colors, with rosy 
tinted patterns all over the bakelite! 
Boy, are you going to clean up with 
these 4-way Table Taps now! 


Having trotted the globe and seen a 
few things in my time, I am not given 
to raving. I do honestly believe, tho, 
that BEAVER has added punch to its 
line in these two innovations. 


















The Porcelain 
Base Comes 
in Color 


There is an- 
other guy 
over at the Home 
Office with a “trou- 
ble lamp” complex. Every time I see 
this bird, he’s snoopin’ around the bins 
where they store the rubber handles 
and the wire guards, and it seems that 
he’s now busy on a new portable that 
he claims will put all other trouble 
lamps in the ash-can. Them’s strong 
words, I tell him . . . but you neva 
can be too sure. 


S’‘long . . . don’t forget to send for 


samples of our new bracket shade and 
table-taps. 
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"Wisconsin's Oldest Exclusive Radio 


House": Was represented at the 
R.W.A. convention in Chicago by W. 
H. Roth, vice-president, and A. Van 
Antwerpen, secretary, of the Radio Spe- 
cialty Co., Milwaukee. 


Lines Added by Wholesalers 
R. H. McMann, Inc., New York 
—‘American Beauty” washer, manu- 


factured by the Getz Power Washer 
Co., Morton, IIl. 


555, Inc., Little Rock, Ark.—The 
American Gas water heater was 
taken on last month. 


Buitp1nc Suppty Co., Inc., Sa- 
lem, Ore.—Burgess dry batteries and 
flashlights. 


Hi-Fro Evectrric Suppty Co., 
Plainfield, N. J—The Benjamin line. 
A. G. Rippick, Inc., New Orleans, 
La.—General Electric “Hotpoint” 
ranges for the Louisiana and Missis- 
sippi territories. 






CARLISLE AND BristoL HARDWARE 
Co., Fargo, N. D.—General Electric 
appliances. 






Rapio SpecrIALty Co., Milwaukee, 
Wis.—ABC washers and “Univer- 
sal” cleaners. 






ALBANY DIsTRIBUTING Co., AI- 
bany, N. Y.—Copeland refrigerators. 


J. J. Korpsett Co., Sheboygan, 
Wis.—All American Mohawk Corp. 
radios and refrigerators. 






CANFIELD SuppLty Co., Kingston, 
N. Y.—‘‘Sepco” electric hot water 
heaters made by the Automatic Elec- 
tric Heater Co., “Universal” appli- 
ances and Miller-Somes comfort 
heaters. 













J. J. Doucuerty Co., Milwaukee, 
Wis.—Dexter washers, Leonard re- 
frigeration and Samson electric ap- 
pliances. 


Evans Etectric Co., Blooming- 
ton, Ind.—‘‘Permutit” water soft- 
ners. 


Puitip WERLEIN, Ltp., New Or- 
leans, La——-ABC washing machines. 


Brown Etectric Co., Oklahoma 
City, Okla—The Norge line and 
ABC washers have been taken on for 
Oklahoma and the Panhandle of 
Texas. 


STERN AND Co., INc., Hartford, 
Conn.—General oil burners. 


SHULER SupPPLy Co., New Orleans, 
La.—A full line of radio parts for 
all makes. 


PauL’s DistriBpuTING Co., Beth- 
lehem, Pa.—“Universal” electrical 
appliances and “Speed Queen” wash- 
ing machines. 


Evectric Suppy Co., Tulsa, Okla. 
—Universal” washers, ironers and 
vacuum cleaners. 


BrooMeE DtstriBuTING Co., Bing- 
hamton, N. Y.—Sparton tubes. 
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REIMAN WHOLESALE’ ELECTRIC 
Co., Los Angeles, Calif. — Prima 
washing machines. 


ELectric SUPPLIES DISTRIBUTING 
Co., San Diego, Calif—Appointed 
distributors for San Diego and Im- 
perial counties on Curtis Lighting 
and X-Ray material, Crouse-Hinds 
condulets and Leonard electric re- 
frigerators. 


ARIZONA WHOLESALE ELECTRIC 
Co., Phoenix, Ariz.—Burgess flash- 
lights and batteries. 


Wacker EL tectric Co., Boise, 


Idaho—Fitzgerald mixers. 


Storz ELectric REFRIGERATION 
Co., Omaha, Neb. — “Hotpoint” 
ranges, 





CapitoL Exvectrric Co., Indian- 
apolis, Ind.—‘Electrochef” distribu- 
tor for Indiana. 


L. C. Wiswett Co., Chicago— 
“Electrochef” distributor for north- 
ern Illinois and metropolitan Chi- 
cago. 

Vv 


Wholesalers’ Sales Activities 


MusicaL Propucts DISTRIBUTING 
Co., New York.—A special showing 
of new “Majestic” models at the 
Park Central Hotel, January 11 to 
January 15. 


































A Prize Visitor: When the Stutz sedan, first prize in the Judge and National 
Lamp Works campaign, called at the Lindley Electric Supply Co., Philadelphia, 


on its country-wide tour, it received a big welcome. At the opposite side of the 
car are F. Williams, in charge of the lamp department, and J. Casey. Left to 
right are: J. Patterson; Al Wick; R. Straub; Clyf Furness and Fred Boldt. Miss 
Morresey is seated in the car. 
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In Charge of New England House: 


P. J. Rossiter is general manager of the 


Granite State Electric 
Manchester, N. H. 


Supply Co., 





BusHwWIckK, McPHILiIBIn Corp., 
New York.—Executives, salesmen, 
and dealer customers made a visit to 
Jackson, Michigan January 3 and 7 
for a factory inspection of the new 
Sparton electric refrigerator. 


Barrett Evectric Suppty Co., 
St. Louis, Mo.—Large Mazda lamps. 


MEACHAM-FENN, INc., Syracuse, 
N. Y.—Refrigeration spring order 
and new dealer campaign. 


ELectric Suppty Co., Tulsa, 


Okla.—Electric clocks. 


TRILLING HARDWARE Co., Sheboy- 
gan, Wis.—Washing machines. 


SHULER SuppLy Co., New Or- 
leans, La. — Radio broadcasting 
played an important part in the sales 
activities of this company last month. 


GELLER Warp & HasNer Hard- 
ware, St. Louis, Mo.—Mazda lamps. 


Evans Exectric Co., Blooming- 
ton, Ind—Radio and small appli- 
ances. 


Gorpon Bros., Lancaster, O.— 


Lamps. 


Raysro ELectric Supp.igs, INc., 


Tampa, Fla. — “Universal” appli- 
ances. 
Vv 
Shuler Supply Has Radio Parts 
Department 


A radio parts department has been 
installed by the Shuler Supply Co., 
New Orleans, La. 





MURRAY 


mer ke FY 


SWITCHES 


Over $200,000.000 


in electrie range 


sales! 


Tuars the quota set by electric range manufac- 
turers for the next three years. This new activity 
opens tremendous opportunities to you wholesaler 
salesmen for the sale of that switch which will 
provide for the ultimate needs of the consumer. . . 


and here’s the switch— 


Murray Combination Main 


Service 
and Range 
Switch 


. for use with new 
meter sequence (meter 
connection test block 
before the meter). It 
is approved by the Un- 
derwriters’ and lighting 
companies. Cabinet is 
only 14 x 12 in. yet 
provides plenty of wir- 
ing space —and that’s 
what electrical contrac- 
tors like. 






Cat. No. 279 


Accessible fuse type, 60 amp. 
125-250 volt, 3 pole, 2 fuses, 
solid neutral. 1—60 amp. 3 wire 
range circuit, 6—30 amp. 125 
volt plug fuse circuits for light- 
ing and water heater connections, 


Many other types of Murray all- 
purpose switches are shown in a 12- 
page booklet—send for your copy. 


METROPOLITAN 
DEVICE GORPORATION 


1250 ATLANTIC AVENUE 


BROOKLYN: 








NEW YORK 
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W. 


Scoring a Bull's-Eye: H. 
Bohlander, city salesman for the Gen- 
eral Electric Supply Corp., Columbus, 
O., wears a broad grin as he totals a 
nice day’s business and the picture was 
not faked as we caught him getting out 
of his car after a strenuous day. 


(Herb) 





Elin Company at New Address 

The headquarters organization of 
the Elin Co., Philadelphia, Pa., is 
located at 401 N. Broad St. 

This company announces the ap- 
pointment of Carl. D. Taylor, 
formerly manager of the refrigera- 
tion division of the Westinghouse 
Electric & Manufacturing Co., as 
vice-president and general manager. 
E. R. Lovegreen is wholesale sales 
manager, P. T. Hackett is sales pro- 
motion manager and S. W. Sorenson 
will take care of utility contacts. All 
three are former members of the 
refrigeration retail sales development 
division of the Westinghouse Elec- 
tric & Manufacturing Co. at Mans- 
field, O. Robert Friedel, vice-presi- 
dent, becomes general manager of 
the Newark, N. J., house, dividing 
his time between Philadelphia and 
Newark. 

Vv 


Fred Voss Convalescing 

Fred Voss, general counsel for the 
National Electric Credit Association, 
is convalescing at his home in Evans- 
ton after a recent operation. Within 
the next few weeks he expects to 
motor to California for an extended 
visit. 

v 


Belmont Corporation Moves 


The Belmont Corp., Minneapolis, 
Minn., has moved from 316 S. Third 
St., to 428 S. Sixth St. 


Attractive Sales Room Added 
by A. G. Riddick 


A spacious, attractive sales room 
on the third floor of the company’s 
present building has been added by 
A. G. Riddick, Inc., New Orleans, 


Tracy-Wells Announces Person- 
nel Changes 

The Tracy-Wells Co. of Colum- 

bus, O., with a Cleveland branch 

under the name of the Arnold Whole- 

sale Corp., announces that effective 


La, v January 1, 1932, R. C. Hager, who 
snah ——— has been vice-president and general 
ee = manager of the Arnold Wholesale 


The Westinghouse Electric Sup- 
ply Co., St. Louis, Mo., held a two 
day sales conference on January 8 
and 9. The entire proceedings were 
carried out at the Coronado Hotel. 
The speakers included several men 
from the factory as well as execu- 
tives of this wholesale organization. 
Quotas were set for the year and all 
sales plans were carefully considered. 


Corp., has been elected second vice- 
president of the Tracy-Wells Co. in 
charge of merchandising for both 
companies, 

While he will retain executive su- 
pervision as vice-president of the 
Arnold Wholesale Corp., Cleveland, 
F. S. Bradford, a director of the 
Tracy-Wells Co., has been trans- 
ferred to Cleveland as general man- 
ager of the Arnold Wholesale Corp., 


v 
° ° thus permitting Mr. Hager to spend 
Penn —— Display half of his time in Columbus. B. A. 


A new display room has _ been 
added by the Penn Electrical Engi- 
neering Co., Scranton, Pa. 


Morgan is purchasing agent in charge 
of the electrical department. 

The purpose of this change is to 
obtain better results in the merchan- 


v ¥ 2 irs 
. dising of special items of large sales 
Delinquent Accounts volume, such as radio, washing ma- 
The accompanying tabulations chines, vacuum cleaners, refriger- 


show the number of delinquent ac- 
counts, the total amounts and the 
average amounts as reported to the 
National Electric Credit Association 
by member manufacturers and whole- 
salers through its various divisions 
for December, 1930 and 1931. Com- 
parative 12 month figures are also 
shown. 


ators and appliances of this nature. 

The company has made an out- 
standing success in the distribution 
of Stewart-Warner radio this fall in 
Cleveland and expects to work out 
the same aggressive merchandising 
in other lines with both distributing 
companies. 





COMPARATIVE STATEMENT OF PAST DUE ACCOUNTS REPORTED 
DECEMBER 31, 1931 


NUMBER OF ACCOUNTS REPORTED 








% %o 
Increase Increase 
aes December or 12 Months or 
‘ Division 1930 1931 Decrease 1930 1931 Decrease 
DITOR x. co occ ls eee coe 249 226 — 92% 3323 2837 —14.6% 
Middle & Southern Atlantic 
MEBMRS +x ducise\ aig oee eo 97 127 +30.9% 1796 1392 —22.5% 
New Hugland «<0 is:c0: 108 97 —10.2% 1376 1119 —18.7% 
re ees 611 546 —10.6% 8259 6623 —19.8% 
fs. ¢F ty Pa ene one 1065 996 — 65% 14754. 11971 —18.9% 
TOTAL AMOUNTS REPORTED 
% % 
Increase Increase 
December or 12 Months or 
Division 1930 1931 Decrease 1930 1931 Decrease 
New TMOG 6 osc ee $ 33,491 $24,376 —72.2% $ 507,882 $ 352,658 —30.6% 
Middle and Southern 
Atlantic States . 31,068 17,378 —44. % 290,591 173,725 —40.2% 
New England ...... 11,690 5,549 —52.5% 173,761 92,498 —46.8% 
CORRET. So 520 o2 sees 74,101 47,858 —35.4% 1,040,251 591,488 —43.1% 
TODAS 35555 $150,350 $95,161 —36.7% $2,012,485 $1,210,369 —39.9% 
AVERAGE AMOUNTS 
December 12 Months 
1930 1931 1930 1931 
ea ONE olds Sch 6 eokise nase ids A ee $134 $107 $1,750 $1,558 
Middle and Southern Atlantic States........ 320 137 2,004 1,488 
UW: AIOE 5. oi6 5 5 nie'eou keteosen Newnes 108 57 1,463 966 
CRE ioc dsc aSreu Resbuleeeana hee wre es 121 66 1,469 1,065 
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WADSWORTH 


Safety Electrical Products 


In Charge of Sales at Hi-Fro Electric: 
—Lou Fromm has assumed full charge 
of sales at the Hi-Fro Electric Supply 
Co., Plainfield, N. J., a subsidiary of the 
Morristown Electric Supply Co., Mor- 
ristown, N. J 





Puts It All Up to the Men 


D. R. Cohen, president of the 
Glasco Electric Co., St. Louis, Mo., 
has put in force for 1932 a pol- 
icy which should be very interesting 
to wholesalers everywhere. When 
the time came to plan out the year’s 
activities and to consider means for 
getting a volume commensurate with 
the expenses, Mr. Cohen made the 
boys a startling but logical proposi- 
tion. He asked them if they wished 
their compensation to remain the 
same as last year, adding that he was 
willing to carry on that way if the 
sales force was willing to reciprocate 
by accepting added responsibility. 
This proved to be their wish, so he 
told them, ‘This means that the busi- 
ness for this year is yours. You 
have made your own budget and it 
is up to you to reach your quotas so 
as to support this plan and make it 
successful.” Needless to say the 
Glasco boys are on their toes and 
there is no doubt they will “go the 
limit” to put over this new and dif- 
ferent plan to which they all agreed. 

Vv 


New Territory for North 
American Radio 

The North American Radio Corp., 
New York, has been given addi- 
tional territory for the distribution 
of Zenith Radios. The following 
counties have been added: Bronx, 
Westchester, Rockland, Orange, Uls- 
ter, Sullivan and Putnam. 











ACQUAINT YOUR 
CONTRACTORS 


With These Facts 





Cat. No. 64BN 
RENU-Fuse 
Panelboard 

Surface Mounting 

Type 


These features combined with the 
support rendered by our men in the 
field, assures a combination that will 
produce sales results for all. 


The WADSW 


" Cat. No. 1423—Plug 
Fuse, 30 Ampere Size 
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“Cat. No. 1843—N.E.C. 
Fuse, 60 Ampere Size 



























That Wadsworth Products embody 
practical features that assure ease of 
installation and that will help to elimi- 
nate much of the disagreeable work 
and trouble. 


That they will meet the most rigid 
electrical requirements and the modern 


trend for— 


Adequate—Safe wiring. 








TRICMFGE INC. 








Covin 












ntucky. 
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“A great 
blade” 


say Electrical 
Contractors 


of the New Self-Starting 


DUPLEX 


Patented U.S.A. 


HACK SAW BLADE 


With the Self-Starting Teeth 


ELL this blade to every 

customer on your books, 
along with other electrical 
supplies. Your percentage 
of profit is large, and with 
repeat sales, Duplex Blades 
will quickly develop into 
staple line. The Electricians 
Special Duplex blade is 
made expressly for electri- 
cal work and _ advertised 
monthly to electrical con- 
tractors. 


Take advantage of our 
merchandising _ service. 


Write for information. 





Regular 
Teeth 
Complete 
the cut 


Fine Teeth 

on forward end 
start the cut 
smoothly 


FOR BX, METAL CONDUIT, 
WIRE MOLD, ETC., 
SELL THE 


—ELECTRICIANS— 
SPECIAL 


THE HENRY G. THOMPSON 
& SON CO. 


Est. 1876 New Haven, Conn. 























They Sell for Northland: 


R. J. Jude 
and E, J. Berray, Northland Electric 
Supply Co., Minneapolis, Minn., were 
exchanging sales pointers when they 
were “snapped.” 





Rex Cole to Expand Operations 


A large expansion in the 1932 
eperations of Rex Cole, Inc., includ- 
ing the annexation of the electric 
range to the distribution machine 
in greater New York, Long Island, 
Westchester and Connecticut, in- 
creased manpower, enlarged outlet 
facilities and participation in two 
national advertising campaigns of 
over $9,000,000, has been announced 
by Robert Stevenson, executive vice- 
president and general manager of the 
corporation. Territory will be in- 
creased to include Kingston and 
Poughkeepsie. 

Annexation of the electric range to 
the Cole distribution machine, here- 
tofore a “one article” corporation, 
will mean the eventual enlargement 
of outlet facilities in every borough 
of greater New York and in all parts 
of the territory in Westchester, Long 
Island and Connecticut. 

On January 16, 350 Rex Cole 
dealers and prize winning salesmen 
gathered for a luncheon and ware- 
house inspection that preceded em- 
barking on a five-day trip to Ber- 
muda. One hundred and fifty auto- 
mobiles made up the parade to the 
docks. 


v 


New Distributors for Standard 
Electric Stove 

Four new distributors have been 
appointed by the Standard Electric 
Stove Co., Toledo, O. They are: B. 
W. Smith, Inc., Cleveland, O., han- 
dling northeastern Ohio; Columbus 
Ignition Co., Columbus, O., handling 


central and southeastern Ohio; Inde- 
pendent Electric Co., Muskegon, 
Mich., handling central western Mich- 
igan, and Miller Bros. Hardware 
Co., Richmond, Ind., handling cen- 
tral eastern Indiana. 

These distributors all carry stocks 
and are equipped with dealer’s sales 
helps and are authorized to establish 
Standard authorized dealers in their 


territories. 
vV 


Oakland House Closed 

Thompson & Holmes, Ltd., dis- 
tributors of washing machines, re- 
frigerators and “Majestic” Radios in 
northern California, with headquar- 
ters at 171 Bluxome St., San Fran- 
cisco, has closed its office in Oakland, 
Calif. A service department will be 
maintained in that city to take care 
of customers in the East San Fran- 
cisco Bay territory. 


v 


Parr Electric Purchases Plant 

The Parr Electric Co., 28 Treat 
Place, Newark, N. J., has purchased 
a factory at 40-44 Austin St. and 
21-25 Tichenor Lane, formerly occu- 
pied by the Gouch Paper Box Co. 
and will use these quarters as a 
warehouse. 

C. McKew Parr, president, is at 
present in Europe visiting the com- 
pany’s sales representatives in Eng- 
land and on the Continent. He ex- 
pects to return in the middle of 
February. 








Captain in the Signal Corp: A few 
years ago Gene Hagen was an inside 
salesman for St. Louis wholesalers. 
Today as district sales manager for Ed- 
wards & Company, in that city, he sells 
signal apparatus in the middle west and 
southwest. He is a hustler and doesn’t 
need to take advantage of former 
friendships in getting business. 





— —, AD et, 
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Inside Sales: 
Hinsdill, center, vice-president and sales 
manager of the Hinsdill Electric Co., 
Troy, N. Y., with two of the young 
fellows who are on the job at the city 
counter. 


They Handle eg 





Electric Supplies Organizes 
Refrigeration Department 
A complete electrical, wholesale 
refrigeration department has been 
organized by Electrical Supplies Dis- 
tributing Co., San Diego, Calif. 
Gene M. Cramer, formerly city sales- 
man, has been put in complete charge 
of refrigeration sales. Bart A. Mur- 
ray will have complete charge of all 
service work in this connection, 
cooperating with the dealers wher- 
ever necessary. Richard R. Jameson, 
formerly price clerk, has been pro- 
moted to city salesman to replace 
Mr. Cramer’s activities. 


v 
Death Takes Charles Edward 
Wiggin 
Charles Edward Wiggin, a well- 
known member of the electrical in- 
dustry in the west, and until his re- 
tirement two years ago very active 
in its affairs, died January 5. Mr. 
Wiggin had been associated with the 
electrical industry for about 25 years, 
and had been engaged in every phase 
of it with the exception of the engi- 
neering branch. He was a past- 
chairman of the National Electric 
Wholesalers’ Association having 
served in that capacity in 1922 
Vv 


Herbert C. Maxwell Passes Away 

Herbert C. (“Herbie”) Maxwell, 
formerly employed by the Post 
Glover Electric Co., Cincinnati, O., 
for 16 years and who, for the past 
four years was connected with the 





eral peritonitis. 
by his many friends throughout the 
country. 
Vv 
Linde Appliance Expands 


The Linde Appliance Division of | 


the Triangle Radio & Supply Co., 


Electrical Warehouse, Inc., Detroit, 
Mich., died on December 21 of gen- | 
He will be missed | 


N. Y., has recently opened a number | 


of sales offices in Brooklyn, Queens, 
and Long Island for the sale of the 
Williams “Ice-O-Matic” refrigerator. 
This distributor reports successful 
results with the 25 cents-a-day meter- 
ing plan. 


v 
Littlefield Now with H. R. Curtiss 


J. T. Littlefield, formerly associ- 
ated with the National Carbon Co. 
and Listenwalter & Gough, San 
Francisco, has been made credit man- 
ager for the H. R. Curtiss Co., of 
that city, distributor of General Mo- 
tors Radio in northern California. 

Vv 
Bruno Reports Increase in Sale 


of Records 

Phillip Silverman, manager of the 
record department of the Bruno, 
New York, Inc., reports that there 
has been a _ renewal of interest 
in combination radio-phonographs. 
Symphonic records, he says, are 
leaders in sales, due to the many 


broadcasts of this type of music. | 


This distributor held a showing of 
the new 
Pennsylvania Hotel, January 11 to 15. 








He's a Little Stiff From Bowling: 
the right is Art Dolder of the General 
Electric Supply Corp., Columbus, Ohio, 
being congratulated by his manager, 
W. M. Lininger of the accounting de- 


On 


partment. Art, however, rates a man- 
ager as the reason for the congratula- 
tions consists of the fact that Art had 
bowled the astonishing total of 756 for 
three games, and to make it better the 
first of these games was a perfect 300 
score. 


RCA Victor line at the | 
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Key Product 


Panelboards are an import- 
tant factor on any wiring 
job, so that the salesman that 
sells them usuually gets the 
order for the staples. 


You can sell @ Panelboards 
now if you will make a little 
effort. Remember that 


@ 


Panelboards 


have maintained their no- 
maintenance quality and con- 


tractors 


and 


electricians 


nearly always prefer them. 


Get the ® man to help 
you. Send for the @® 
Catalog. 


Frank Adam 


ELECTRIC COMPANY 


Albuquerque, 
N.M 


Atlanta, Ga. 
Baltimore, Md. 
Boston, Mass. 
Buffalo, N. Y. 
Chicago, Il. 
Cincinnati, O. 
Cleveland, O. 
Dallas, Tex. 
Denver, Colo. 
Detroit, Mich. 
Kansas City, 
Mo. 


ST. LOUIS 


Los Angeles, 
Calif. 


Memphis, Tenn. 


Minneapolis, 
Minn. 

New Orleans, 
La. 

New York 

Omaha, Neb. 

Philadelphia, 
Pa 


Pittsburgh, Pa. 


St. Louis, Mo. 


San Francisco, 
Calif. 
Seattle, Wash. 
Tulsa, Okla. 
Toronto, Can. 
Vancouver, 
Can. 
Winnipeg, 
Man., Can. 
Calgary, 
Alberta 
Hamilton, Ont. 
Montreal, Can. 
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Trends in 
Distribution 





A digest of selected articles 


appearing in recent issues of business 
and trade publications which reflect 


distribution trends in various fields 








Indiana Chain Store Tax 
Hits Utility Companies 

When the utilities of Indiana two 
years ago saw the Legislature pass a so- 
called chain-store tax, they did not ex- 
pect to be much affected. They suffered 
a rude awakening December 19, when 
the State Attorney-General ruled that 
while utilities as such are not subject 
to this particular tax, yet if they main- 
tain departments where merchandise of 
any description is sold a tax will have 
to be imposed on each such department. 
It is doubtful whether there is a utility 
serving any town or city in the state 
that does not sell appliances, either elec- 
tric or gas. Systems ‘like the Wabash 
Valley Electric Company, which serves 
dozens of towns, with appliance depart- 
ments in each, will fall into the higher 
range of taxes, $25 for each such 
“store.” 

The manufacturers of such appliances 
also will be hit, for the ruling states 
that “agents representing home or for- 
eign concerns having offices and taking 
orders” will be made to pay the tax, 
which includes a 50-cent fee for each 
taxable unit, renewable, with fee, each 
year. And this is but the beginning. 
Since the law has been sustained in the 
United States Supreme Court, it is 
thought that the next Legislature may 
increase the tax.—Electrical World for 
December 26. 


v 


Charging Customers for 
Services Rendered 


A western grocer has enjoyed a 
steady increase in business since the 
inauguration of his “Five Point Serv- 
ice.” This plan calls for prices based 
on the service rendered as follows: 

1. Charge and deliver customers pay 
the basic price, at which all goods are 
marked. 

2. Preferred credit customers, those 
who pay the estimated amount of their 
bills in advance, receive a 5 per cent 
discount from the basic price. 

3. Charge and carry customers re- 
ceive a discount of 2.5 per cent. 

4. Cash and delivery (C.O.D.) cus- 
tomers also receive a discount of 2.5 
per cent. 

5. Cash and carry customers receive 
a reduction of 5 per cent. 

The owner of this store analyzed his 
costs for these services and found that 
over a five year period it cost him about 


2.5 per cent for delivery purposes and 
about the same figure for handling his 
credit accounts, including all credit 
losses. His plan, therefore, calls for 
passing on to the customers the saving 
which they make for him by performing 
part of these services themselves.— 
Domestic Commerce for October 30. 


v 


Business Barnacles 


Have manufacturers generally ad- 
justed their package quantities to fit 
the retailer’s requirements, particularly 
as to goods of infrequent sale, thus 
eliminating the extra expense incident 
to the handling of broken packages? 
Have they reduced the number of spe- 
cialty salesmen and missionaries who 
solicit orders to be filled by or through 
wholesalers, thus saving the expense of 
such duplication of effort? Have they 
cut out the wastage in so-called dealer 
helps? 

Have wholesalers as a class heeded 
the admonition to be wholesalers? Have 
they quit financing irresponsible deal- 
ers, Or encouraging inexperienced men 
to go into the retail business? Have 
they limited their sales efforts to terri- 
tories which can be served most eco- 
nomically and efficiently? Have they 
so handled their stocks that they have 
been able to avoid substitution, back 
orders and factory shipments? 

If the wholesaler is to continue to 
perform what we believe to be a nec- 
essary function of hardware distribu- 
tion, he must do his part in reducing 
general distributing costs. He must be 
a wholesaler. He must swallow his 
pride, if pride induces him to hang 
onto territories which he cannot serve 
economically, efficiently and profitably. 
He must join his fellow wholesalers in 
wiping out a lot of unnecessary and 
expensive so-called services. He must 
recognize the fact that his future is 
dependent upon the future of the re- 
tailer. 

If the hardware manufacturer hopes 
to market his wares through the estab- 
lished system—and it is the only prof- 
itable system for the bulk of such man- 
ufacturers—he must do his part in mak- 
ing it possible for the wholesaler and 
the retailer to meet their competitign. 
He, too, must swallow his pride and 
refrain from senseless price wars, as 
well as competitive methods which add 
to general distribution costs.—Liew S. 
SouLE in Hardware Age for Decem- 
ber 17. 


Evils of Commissions for 
Utility Salesmen 


It seems to be impossible to insure 
fair dealing and maintain the good will 
of the local trade so long as power- 
company appliance salesmen are de- 
pendent for their income upon. com- 
missions on their sales. But if they are 
on salary and can earn a bonus on 
growth of domestic load by whomever 
connected, then automatically it be- 
comes to their interest to encourage 
the dealers to sell load-building appli- 
ances, and they become cooperative. 
Here is probably the most important 
single factor in local trade relations.— 
Electrical Merchandising for January. 


v 


Lines of Action for Hardware 
Trade Indiated by Survey 


Eleven lines of action which the 
hardware trade might profitably follow 
in an era of falling prices, as indicated 
by the Commerce Department’s study 
of hardware distribution in the Gulf 
Southwest, were recently outlined by E. 
F. Gerch, chief of the Domestic Re- 
gional Division, as follows: 

1. Immediate study of margin and 
turnover of each and every line. 

2. Immediate adoption of modern sci- 
entific systems of merchandise and 
stock control. 

3. Elimination of small and unprofit- 
able accounts. 

4. Increased efficiency in selling, and 
more scientific cooperation by mail and 
telephone from the office. 

5. Increasing the average size sales 
transaction. 

6. Training of salesmen as merchan- 
dising experts and greater cooperation 
with retailers on solving merchandising 
problems. 

7. Study of warehousing and han- 
dling costs, at least, on the average 
order and, if possible, on the minimum 
package or per item basis. 

8. Elimination of bad debts and 
speeding up of rate collection of ac- 
counts and notes receivable. 

9. Increasing decidedly the efficiency 
of administrative, office and warehouse, 
as well as sales personnel. 

10. Economizing on employment of 
warehouse space. 

11. Increasing efficiency and employ- 
ment of capital for increased protection 
of creditors’ investment as well as in- 
crease of profits for stockholders.— 
Domestic Commerce for December 20. 








February, 1932 


ELECTRICAL WHOLESALING 





71 





SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 


Industry Platform Proposed 

for Range Campaign 

Aggressive sales promotion and max- 
imum selling activity are much more 
essential now than lower energy rates 
or lower range prices. 

Our objective cannot be reached if 
the central stations alone must shoulder 
almost the entire responsibility of sell- 
ing the consumer, as they are now do- 
ing. The central stations of the coun- 
try are carrying 25% of the general ap- 
pliance sales burden and do about 25% 
of the refrigerator business. 

This plan will be successful only 
when the independent distributors and 
dealers, corresponding to those now 
doing 75% of the general appliance and 
refrigerator business, can be attracted 
to electric range selling. 

These outside agencies cannot be in- 
duced to participate nor can their ef- 
forts be successful unless marketing 
conditions and trade practices are fa- 
vorable. The idea of electric cookery 
must be sold more aggressively and on 
a large national scale, through more 
agencies. 

It is expected that central stations 
will individually continue even more 
active sales campaigns, and support the 
whole industry activity through local 
advertising and by participating with 
the N.E.L.A. in the national program. 
The plan is to keep all the salesman 
power in the field, and add to it as 
much as may be economically justified. 
—T. K. Quinn in Electrical Mer- 
chandising for January. 


Vv 
Future Opportunities 


There are pessimistic prophecies con- 
cerning the construction outlook in this 
country. Some say the country is “all 
built up.” Of course there is enough 
housing and office and factory space to 
meet the diminished requirements of de- 
pression. But it is safe to say that the 
housing industry, in the longer view, is 
still in its infancy. New materials and 
new methods of using old materials are 
being developed... At the President’s 
Conference on Home Building last 
month the Committee on Technological 
Development reported that “the small 
house in the future will not resemble 
any of the houses of the past. It will 
cost one-half as much and be far more 
efficient.” This foretells the coming 
reconstruction and modernization of the 
country’s housing, so that it will no 
longer be true, as the Conference was 
also told, that families with incomes 
below $1,500 cannot afford new houses 
representing adequate standards of 
living. 

A similar situation exists in factory 
equipment. Machinery is growing ob- 
solete and will continue to grow obso- 
lete, as long as technical progress con- 
tinues and perfects new machines which 
will save enough in cost of operation 
to pay for themselves. The American 
Machinist considers 10 years the aver- 
age life of machinery before obsoles- 


cence, and calculated in 1930 that 48% 
of all in use was more than 10 years 
old. The demand of the times for cost 
reduction will speed the re-equipment 
of the industries when capital is again 
available. It can be said that at pres- 
ent there is no dearth of potential bor- 
rowers, who are ready to carry out 
projects when they can finance them. 
The lack is of lenders.—Monthly letter 
of the National City Bank of New York 
for January. 
v 


Sales of Household-Appliance 
Chains Exceed $190,000,000 


Retail sales by chains selling house- 
hold appliances primarily, amount to 
about $191,500,000 annually, according 
to the Census of Distribution. There 
are 262 chain systems in the household 
appliance field, operating 4,472 retail 
stores which sell electrical or gas ap- 
pliances or both; and their sales in 
1929, the year on which the census 
figures are based, totaled $191,547,403. 

Of the total chain systems, 219 are 
utility-operated, and report sales of 
$141,701,699 or 73.98% of the total 
sales of all household-appliance chains. 
Five are manufacturer-controlled chains 
or sales branch systems; three leased- 
department chains; and one organiza- 
tion selling from house to house.—Do- 
mestic Commerce for December 30. 


Vv 


Unloading Unprofitable Business 


The Western Grocer Mills is a large 
wholesale grocery company. It travels 
103 salesmen in the states of Iowa, 
Minnesota and Missouri. 

Recently it surveyed its business and 
made a discovery: 75% of its business 
was coming from less than 25% of its 
accounts. 

It dropped more than half of its ac- 
counts and now has a little over 2,000; 
previously it had 4,500. Its salesmen 
are able to concentrate on the more 
profitable business. Poor credit risks 
have been eliminated. Traveling ex- 
penses, the overhead involved in han- 
dling small orders, have been cut. And, 
one of the company’s executives re- 
ports, “The astonishing thing is that 
we haven’t lost any volume at all.”— 
Printer’s Ink for December 3. 


Vv 
The Electrical Selling Age 


As we summarize 1931 the big thing 
that stands out is the rebirth of the 
electrical industry into a sales-minded 
industry. 

Utilities are looking for ways to work 
with their dealers and contractors in 
sales campaigns, manufacturers are 
working with each other to develop 
markets, wholesalers are studying mar- 
kets and how to reach them, contrac- 
tors are learning that the survivors of 
this period are those who sell. 

For once, then, every branch of the 
industry is selling—1931 opened the 
ELectricAL SELLinG AcE.—Electrical 
Contracting for January. 


Where Manufacturers Will Look 
for Profits in 1932 


With annual closing statements in 
the offing, their round-sum black or red 
ink measure of 1931 performance ten- 
tatively known, 300-odd New England 
manufacturers have disclosed to the 
New England Council how they hope 
to make 1932 earn more and bigger 
profits. 

Of the total, 240 propose to find ways 
to cut costs in their production depart- 
ments. More specifically, 116 intend 
to install new machinery of higher ca- 
pacity, 102 propose to employ new 
processes, 86 plan to improve layout, 
79 want to revise shop management, 
and 77 are going to apply bonus or in- 
centive wage plans to accomplish de- 
sired results. 

Better factory lighting is considered 
by 35 as essential to insure better per- 
formance; 61 plan increased safety 
work for employees; 63 will improve 
systems of stores control; 20 expect to 
install new material-handling machin- 
ery; 212 will attempt general reduc- 
tions in operating costs. 

That problems of distribution and 
marketing take precedence over those 
of production is indicated by the fact 
the Council received replies to questions 
in this field almost doubling the num- 
ber touching on production subjects. 

Specifically 157 manufacturers are 
setting out to make a more careful 
analysis of their domestic markets and 
27 are making the same move in their 
foreign markets; 104 expect to apply 
organized research to domestic markets 
and 20 to foreign markets. 

While 142 are going to employ more 
research to develop new or improved 
products, 198 have new products defi- 
nitely planned; 119 propose to develop 
new uses for old products; 65 will de- 
velop new packages or wrappings to 
stimulate sales and profits. 

Numerous manufacturers plan im- 
provements in merchandising their 
products, 108 proposing to give more 
help to dealers and retailers, while 90 
feel they must open new wholesale and 
retail outlets and 14 propose to open 
wholly owned wholesale and retail 
branches. 

Increased advertising is considered 
an aid to better profits by 90 manufac- 
turers, while 88 intend to revise their 
entire selling plans. 

The study discloses a distinct trend 
away from wasteful sales methods 
toward the application of selective sell- 
ing; 163 manufacturers propose to con- 
centrate on their most profitable lines; 
137 promise to concentrate strictly on 
their profitable customer accounts; 112 
on the most profitable sales territory. 

Aside from these specific replies, 139 
expect to try for a general increase in 
sales volume, 106 want to build 1932 
profits on reductions of wages and sal- 
aries in their sales departments, while 
281 propose to carve added profits out 
of expense reductions other than on 
wages and salaries.— The Business 
Week for December 30. 
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Manufacturers’ 


Activities 


as news of changes 
in policy, personnel and location. 
Illustrations of new and improved 
electrical products and announce- 
ments of latest trade literatures 








RCA Victor Promotes Nicholas 


J. R. McDonough, president of the 
RCA Victor Co., announces that at 
a meeting of the board of directors, 
EK. A. Nicholas was elected vice-pres- 
ident in charge of sales. 

Mr. Nicholas, who was formerly 
general sales manager of the RCA 
Victor Co., began his radio career as 
messenger boy for the United Wire- 
less Co. in 1909. A year later he 


went to sea as a wireless operator. 





E. A. Nicholas 


After eventful service at sea he was 
stationed at New Orleans and then 
later at the Great Lakes where he 
became superintendent of the Marine 
Division of the RCA. 


In 1924, Mr. David Sarnoff, who 
was then vice-president and general 
manager of the Radio Corp. of 
America, invited Mr. Nicholas to 
come to New York as his assistant. 
His rise from this point was rapid, 
and with the growth of the Radio 
Corp. and the radio industry, Mr. 
Nicholas was rapidly promoted until 
he headed the Radiola Division of 
the RCA Victor Co. In 1930, he 


resigned this position to organize his 
own radio distributing company in 
Chicago, but in 1931 returned as gen- 
eral sales manager of RCA Victor. 
His new appointment marks an im- 
portant milestone in a distinguished 
career that has made him one of the 
best known and best liked personal- 
ities in radio. 
v 


Steel City Announces Changes 

H. L. West, formerly with the 
Bryant Electric Co., is now traveling 
out of Pittsburgh, covering Pennsyl- 
vania west of and including Altoona, 
northern West Virginia, New York 
state west of Batavia, all of Mary- 
land and the District of Columbia 
for the Steel City Electric Co., Pitts- 
burgh. 

A. M. Witte, formerly Detroit rep- 
resentative of the Steel City Electric 
Co., is now traveling out of Pitts- 
burgh, covering Ohio, Kentucky, 
Michigan and southern West Vir- 
ginia. 

Vv 


Lionel Appoints New Represen- 
tatives 

Frederick A. Jones, well-known in 
the toy industry, will travel the south- 
ern states for the Lionel Corp., New 
York. Mr. Jones will maintain an 
elaborate toy showroom in the Henry 
Grady Hotel, Atlanta. Mr. Jones, 
who has been identified with the toy 
industry for the last 23 years, also 
represents the Murray Ohio Manu- 
facturing Co., makers of steel craft 
wheel goods, and the Kingston Prod- 
ucts Corp. 

Adam G. George, another new 
representative for Lionel, will cover 
New England and parts of the mid- 
dle west. Mr. George has been ac- 
tively engaged in the toy industry for 
15 years, having been previously as- 
sociated with the Ferdinand Strauss 
Corp. and the E. I. Horseman and 
Averill Co. 


Electromaster Announces New 
Appointments 

A. H. Jaeger, general sales man- 
ager of Electromaster, Inc., Detroit, 
announces the appointment of Paul 
R. Dolvin as district sales manager 
for the “Electrochef” electric range 
in the southeastern territory. Mr. 
Dolvin has for the past five years 
been district manager for Electrol, 
Inc., in the middle west. He will 
make his headquarters in Atlanta. 

Bert Harding is now district man- 
ager of “Electrochef” sales in the 
southwest territory. For the past 10 
years Mr. Harding has represented 
the Edison General Electric Appli- 
ance Co. as a range specialist and dis- 
trict manager in this same territory. 
He pioneered electric ranges in 
Texas and is very well known in the 
range and utility field. Mr. Hard- 
ing’s headquarters will be in Dallas. 


v 


Diamond Purchases Denver Plant 

Effective January 1, the Diamond 
Electrical Mfg. Co., Ltd., of Los An- 
geles and San Francisco, has pur- 
chased the S. L. Mosher Co. of 
Denver. The Diamond Co. is affili- 
ated with the Square D organization 
of Detroit. The territories to be 
served from the Denver plant em- 
brace the states of Colorado, Utah, 
Wyoming, New Mexico, Montana 
and Idaho. 

Vv 


J. P. Miller Joins Fada 
Organization 

In the territory of Ohio, West Vir- 
ginia, Kentucky, and western Penn- 
sylvania, Fada products, including 
radio, refrigerators and appliances, 
will be represented by J. P. Miller. 

Mr. Miller is well acquainted with 
the problems of radio and _ allied 
fields having been identified with both 
the radio and phonograph industries 
for many years. 
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Moncrief and Graf Combines — 
0-D Bracket-Lites 


Office and Warehouse 
Effective February 1, Moncrief and 

The Universal Unit for 
Area Lighting 















































Graf will combine its office with its 
warehouse at 56 W. 22nd St., New 
York, where it will carry a complete 
stock of the electrical products of the 
All Steel Equipment Co., the Full- 























man Manufacturing Co., and the Commereial 
Day-o-Lite Products Corp. in addi- | é =a ° 

tion to representing the Emerson Ap- Be he Residential 
paratus Co., and the C. D. Wood Shallow Bowl Rural 


" Pe & or Dome. 

Electric Co. This adaptable unit, the latest out- 
put of Quad engineering skill, is 
good to look at, low in price, quick 
in sales. 

One-piece illuminum casting replaces 
assembly of Flange, Stem and Socket 
fittings. 

All styles of Q-D reflectors and 
Q-D globe holders are interchange- 
able on this bracket without disturb- 


ing connections. 


v 


Westinghouse Adopts Profit 
Sharing Plan 

The Westinghouse organization 
has solved the problem of wage 
scales under present conditions by 
inaugurating a profit sharing plan 
whereby employes receive a percent- 
age bonus on the net quarterly profit 






No. 608K 
8” Reversible 


Write today for descriptive folder. 











of all the affiliated Westinghouse QUADRANGLE 
organizations. MANUFACTURING CO. 
f- — 26 So. Peoria St. Chicago, Ill. 


“This policy,’ says a manager of 
the Westinghouse Electric Supply 
Corp., “encourages economy, more 
determined sales effort and the de- 
sire to sell merchandise at a good 
profit rather than to take the order 
at the other fellow’s cut price. If 
this practice is continued it can only 
result in better, more efficient em- 
ployes and a better, more personal 
feeling between the boss and the 
help.” 





Handling each length in- 
dividually insures a sound, 
flawless galvanized coating. 


t All excess zine is re- 
. ‘ d as the conduit 
HAT is why Fretz-Moon employs its own aaa aeinel om 


exclusive process of hot galvanizing. The 
method used is so advanced, accurate and closely con- 





Excuse It, Please: It cannot be said trolled that the zinc coating on Fretz-Moon Conduit is 
that the sky was dark when this picture capable of resisting corrosion for the entire life of the 
was taken because there simply was no installation. The zinc coating will not scale, chip or 
sky. However, we had to get these flake off, even under severe bending—it is actually inte- 
boys into the spotlight in a hurry and gral with the steel conduit. No extra coating is necessary, 
here it is. On the left is Al Bohn, dis- so none is applied. 


trict sales manager for Steel and Tubes, 
Inc., in St. Louis. His favorite pastime 
is making pretzel designs with thin wall 


conduit. The other man is Jules F. 
(Dutch) Hensgen, who has had charge f RET /- M OON FRETZ-MOON 


of the wire and tape sales in St. Louis 
for the U. S. Rubber Co. during the TUBE CO., INC. 
BUTLER, PA. 






past 10 years. Both of these boys were | R/IG/D co N DB) U IT 


formerly wholesalers’ men in that city. 
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Explosion Proof Starters 


Class 8532, types “AR-1” and “BR-1” 
explosion proof starters have been ap- 
proved by the Underwriters’ Labora- 
tory for use in Class One, Group D 
locations which include such hazardous 
atmospheres as are encountered in oil 
refineries, dry cleaning, paint, varnish, 
lacquer plants, etc. Type “AR-1” has 
a “start-stop” push button in the cover 
while type “BR-1” is designed for re- 
mote control. The starter mechanism 
consists of a ruggedly constructed 
three-pole magnetic contactor and ther- 
mal overload relays mounted on a por- 
celain base. An explosion proof cast 
iron enclosure surrounds the starter 
mechanism. The starters provide low 
voltage protection and release, also 
time limit overload protection to a.c. 
single and polyphase, across-the-line 
motors. Made by the Square D Co., 
Industrial Controller Division, 700 S. 
Third St., Milwaukee, Wis. 


New Design Safety Switch 


Catalog No. 11632, shown in illustra- 
tion, is a 60 ampere, three pole, 250 volt 
safety switch. The cabinet length is 
11 in. which is a half in. longer than the 
so-called standardized meter switch 
cabinet. 
outs is 


A large assortment of knock- 
provided with 


ample wiring 








space. There are provisions for three 
padlocks in both “on” and “off” posi- 
tions. The switch is provided with a 
simple quick make and break mech- 
anism and is so constructed that if the 
spring mechanism should get out of 
order it is possible to throw the switch 
to the complete “off” position, but not 
to the complete “on” position. Rubber 
bumpers are provided inside the switch 
to reduce noise when switch is operated. 
Made by the Federal Steel Products 
Co., 2-A-L, Newark, N. J. 


Electrically Wound Time Switch 


In this unit the main spring, which is 


kept wound by a constant speed a.c. 
motor, has 
hour. reserve ' 


power to carry 
through any ordi- 
nary current in- 
terruption. A jew- 
eled balance with 
non - magnetic, 
non-rusting, tem- 
perature compen- 
sating, special al- 
lo y_ hairspring, 
guarantees de- 
pendable timing. 
One of the unique 
features is the 
revolutionary type 
of mechanical 
contact with a 
slow opening and 
a small gap. The 
standard switch has levers for three 
complete daily operations, allowing for 
either one, two, or three “on” and “off” 
periods each day. Manual operation does 
not affect the sequence of subsequent 
operations. A Sunday and holiday cut- 
out is also supplied. The entire timing 
and winding mechanism is enclosed in a 
dust-proof case. This unit, complete 
with contact mechanism and moulded 
bakelite connection block, is mounted in 
a pressed steel case having pry-outs in 
the bottom and the back for %-in. and 
%4-in. Conduit. Made by the Sangamo 
Electric Co., Springfield, Ill. 





Plug Cap and Receptacle 


A new “Ajax Tap-On” attachment 
plug cap and receptacle combined is 
supplied in brown and 
black bakelite, assorted, 
24 to a display box. A 
retail price is being 
established of 10 cents 
each, two for 15 cents. 
This combination, it is 
claimed, will double the 
use of any cord and 
combines all the desir- 
able features of other single purpose 
attachment plug caps. Made by the 
American Electric Co., “Ajax” Depart- 
ment, 6132 S. La Salle St., Chicago. 








Double Pole Flush Wall Switch 


This switch, catalog W-22, is listed 
as standard by the National Board of 
Fire Under- 
writers’ Lab- 
oratories as 
are also this 
manufacturer’s 
W-21 toggle 
wall switch 
and W-23 
three-way 
flash wali 
switch. This 10 
ampere, 125 
volt switch is said to have a very quick 
action. It is packed 10 to a carton, 100 
to a standard package. Made by the 
Beaver Manufacturing Co., 625 N. Third 
St., Newark, N. J. 





Pocket-Size Calculator 


Designed to compute complete wir- 
ing and motor data, this unit contains 
two separate and distinct calculators, 
one computing wiring, the other com- 
puting motor data. Its figures are dis- 
tinct and legible and are protected by 
a waterproof celluloid covering. This 
pocket-size calculator, computing all in- 
terior and conduit wiring problems, 
will figure any one of four items—am- 
peres, feet of wire, size of wire, per- 
centage drop. From the motor cal- 
culator dial can be obtained the size 
of circuit switch, size of starting fuse, 
size of conduit, size of wire, running 
protection necessary and full load am- 
peres on any of the three principal types 
of 220 or 440 volt, three-phase motors. 
Made by the Diamond Electrical Mfg. 
Co., 1320 E. 16th St., Los Angeles, 
Calif. 











February, 1932 


ELECTRICAL WHOLESALING 





75 





SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 


* New Products | 
SUPPLIES and EQUIPMENT 











Nine Pound Electric Hammer 


Weighing only nine pounds, the light 
weight of this electric hammer is made 
possible by operating it through a spe- 
cial flexible shaft attachment connected 
with any light type half-inch electric 
drill. It is claimed that the flexible 
shaft also prolongs the life of the tool 
by absorbing the destructive jarring 
otherwise imposed on the power unit. 
Specifications claim 4,000 blows per 
minute up to one inch, finest Swedish 
steel in the hammer member, and high 
grade ball and roller bearings through- 
out. List price $89. Made by the 
the United States Electrical Tool Co., 
Dept. 81, 2490 W. Sixth St., Cincin- 
nati, O. 


Movable Switchboard 


This semi-portable switchboard has 
all the gradations of control found in 
permanent equipment, and is extremely 
flexible in the matter of circuit connec- 
tions and combinations. It can be re- 
moved from the premises as a complete 
unit and used again at the next location 
by simply connecting the feeder cable 
to the source of supply. Although pri- 
marily intended for small theatre pro- 
ducers this unit may also be used to 





advantage by national exhibitors, nov- 
elty display advertisers and others re- 
quiring equipment of this character. It 
can be made to meet variable require- 
ments, as it affords an unlimited num- 
ber of circuit combinations and dimmer 
arrangements. It can be removed to 
any place where it may be needed with- 
out disturbing the equipment in any 
way. Made by Kliegl Bros., Dept. J, 
New York. 


Utility Floodlight 
This 150-200 watt unit is reasonably 
priced, sturdy, weatherproof and of suf- 
ficient beam 
strength and 
beam flexi- 
bility to 
meet a ma- 
jority of the 
smaller type 
of ornamen- 
tal and utili- 
tarian flood- 
light- 
ing jobs. 
Among its 
features 
are: wide 
range 
in beam 
spreads; 
dust-weath- 
er sealed 
interior; specially designed reflector; 
easily removble band; attachment spike; 
solid surface attachment; extension 
cord; universal adjustment, and dark, 
olive green finish. Made by the Benja- 
min Electric Mfg. Co., Dept. W, Des 
Plaines, IIl. 





Dimming Socket Extension 


With the No. 202 “Lo-Lite” extension 
it is possible to 
convert an or- 
dinary single 
light lamp to a 
dimming lamp. 
With the cord 
entering the 
side outlet of 
the cap, it is 
only necessary 
to remove the 
old socket of 
the lamp and 
attach “Lo- 
Lite” socket 
in its place. It 
is wired with 
six ft. of ap- 
proved cord 
and plug. Sup- 
plies three degrees of light and “out,” 
and is for use with 25 or 40 watt bulbs. 
The list price is $1.25, packed 10 to a 
counter display carton. Made by the 
Kew Manufacturing Corp., 9 Bethune 
St., New York. 





Home Ventilating Unit 


The space requirements of this eight 
inch home ventilating unit have been 
reduced so that it can be installed in 
the smallest kitchenette. The motor is 





of a modern and unique design—no 
switches, brushes or starting mechan- 
ism to get out of order. Made by the 
Buffalo Forge Co., 491 Broadway, Buf- 
falo, N. Y. 


- Explosion-Resisting Fittings 

In this line of explosion-resisting con- 
duit and switch housings the gasket 
and small screws are eliminated. Rugged 
in construction, with threaded bronze 
screwed cover, these fittings offer ready 
accessibility for wiring, uniformity of 
construction, ample wiring space, and 
easy installation by means of the special 
conduit coupling and a particular fitting 
for each individual need. Made by the 
O. C. Keckley Co., Room 412, 565 
Washington Blvd., Chicago. 
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Portable Water Heater 


“Empire” electric water heater “S-86” 
has its cover and body heavily insu- 
lated with mineral wool to prevent heat 
loss. Four powerful heating elements 
bring cold water to the required tem- 
perature to check bacteria, 180 degrees, 
in 37 minutes, and to sterilization tem- 
perature, 212 degrees, in 44 minutes. 
Water capacity is four gallons, leaving 
space to prevent boiling over. A pilot 
light shows red when current is on, 
checking the possibility of wasted cur- 
rent. Drain is placed so that water is 
left to immerse heating elements pre- 
venting them from “burning dry.” Ele- 
ments are connected in series of two 
and can be easily replaced. The unit 
is non-rusting and has a current con- 
sumption of 1800 watts. Made by the 
Metal Ware Corp., 1712 Monroe St., 
Two Rivers, Wis. 


Medium Priced Clock Line 


This new line of electric clocks, made 
of moulded “Bettle”’ and available in 











assorted colors, is priced from $4.75 to 
$7.00. Alarm models are_ included. 
Each clock has a brass sweep hand; 
also a six ft. silk cord and plug. The 
kitchen model is furnished with an 
eight ft. cord and plug. Made by the 
Belmont Clock Co., Dept. W, 2222 Di- 
versey Blvd., Chicago. 





New "Fada" Products 


Among the new features embodied in 
the “Fada” refrigerator are no noisy 
drive belt, fewer moving parts and no 
expansion or float valve on the evap- 
Other points include new style 


orator. 











cabinets with concealed door catch, full 
length piano hinges, porcelain shielded 
cooling units, electric light and the usual 
accessories. A special feature is the 
pressure control which eliminates all 
moving parts on the cooling unit such 
as float or expansion valves. 

The “Fada” wireless iron is provided 
with a special stand which is connected 





to any ordinary electric outlet. When 
the iron is placed on the stand in con- 
tact position it is quickly heated and 
ready for use. The heating element 
is inside the iron itself just as in wired 
irons. There is no current at all being 
consumed when the iron is not on its 
stand. The iron also has: a cool han- 
dle made of special bakelite; an auto- 
matic thermostat in the iron; chromium 
finish; heat retention, and a_ special 
quick heating element. Priced at $8.90. 
Made by F. A. D. Andrea, Inc., Long 
Island City, N. Y. 


Duct Type Electric Heater 


One of the features of the Duct elec- 
tric heater is that it plugs in on the 
ordinary house circuit and does not re- 
quire special wiring. The patented Duct 
principle provides a heating area of 36 
sq. ft.—arranged in multiple-flue forma- 
tion. There are no moving parts except 





a rugged switch. The cabinet stays cool 
on sides and ends, as the heat rises at 
the top. This heater is conveniently car- 
ried from room to room by handles. It 
is finished in mahogany and equipped 
with a four way switch at $52.50. The 
Duct thermostatic switch, an automatic 
current control, may be installed at 
$15.00 additional. Made by the Duct 
Electric Heater Corp., 114A Liberty St., 
New York. 


Fan, Circulator and Heater 


Employed either as a fan, circulator 
or heater, the portable type Com-Fo- 
Lator has unlimited uses in the home, 
office or factory. It is adequately 
shielded, solidly constructed and built 
to stand up under unusually heavy 
duty. Each unit is finished in fused 
porcelain enamel with a choice of two 
colors. The Com-Fo-Lator is also fur- 
nished in a built-in wall type. Made by 
— Co., Ltd., Los Angeles, 
Calif. 
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” New Products 
APPLIANCES and SPECIALTIES 

















Improved Range Line 


Every “Electrochef”’ model includes 
as regular standard equipment, four 
condiment shakers and a_ porcelain 
enamel back-plate shelf. The standard 
model “B-2” has a side shelf on the 
cooking table which adds 72 sq. in. to 
its area. All models are equipped with 
a three-way receptacle for plugging in 
either a hand wound or synchronous 
electric clock for controlling the oven. 
A smokeless broiler is included with the 
oven accessories on all models, includ- 
ing the “BA-2”, apartment size. The 
height of the cooking table on models 
“B-2”, “BM-26” and “BM-24” has been 
raised to 33 in. from the floor. A hand- 
some medallion appears on each oven 
door. The 1932 “Electrochefs” are fin- 
ished in white or green porcelain enamel 
with prices the same for either color. 
Made by Electromaster, Inc., 1803 E. 
Atwater St., Detroit, Mich. 


Indirect Home Lighting Unit 


This new indirect unit will use only 
a standard 150 watt lamp. It is all- 





non-tarnishing and finished in 
pewter. Other colors are also avail- 
able. No installation or wiring is nec- 
essary as the unit screws into any ceil- 
ing receptacle or suspended socket. 
Made by Silvray Lighting, Inc., Dept. 
J.S., 53 W. 14th St., New York. 


metal, 


Short Wave Converter 


Features of the “Rembert” super- 
short wave converter are: single, illu- 
minated full vision dial tuning; self- 
contained power supply; no plug in 
coils; selective, but not super sharp; 
fully shielded metal chassis; uses 1-’24, 
1-’27, and 1-’80 tubes; cabinet of walnut 
finish; operates with only two controls; 
covers short wave band from 14 to 200 
meters, and does not have to be dis- 
connected when regular broadcast is 





Less tubes, $29.75. 
the Franklin Radio Corp., 123 E. Sixth 
St., Franklin, O. 


Made b y 


desired. 


Control Unit for Domestic 
Refrigerators 


The “CR1057-B1,” designed for con- 
trolling the compressor motor on a.c. 
domestic electric refrigerators, incor- 
porates an “on-off” switch, the “off” 
position being used for defrosting; a 
thermal overload device to protect the 
motor against sustained overloads; a 
knob for manually resetting the relay; 
and an adjusting knob for varying the 
temperature in the food chamber; as 
well as a flexible metallic bellows and 
tube, the end of which is to be mounted 
on the evaporator or coil. The unit is 
designed for convenient mounting either 
on a standard or on the evaporator plate 
inside the refrigerator. It may also be 
flush mounted on the outside of the 
cabinet. Made by General Electric Co., 
Schenectady, N. Y 


All-Purpose Flashlight 


The “Bomb” flashlight can stand on 
its own base, hang from the wrist, slip 
into the pocket like a watch or hang 


from a hook on the wall. It is said to 
have all the features of a large and ex- 
pensive flashlight without the bulk and 
inconvenient shape. It has a three-way 


switch; permanently off and permanent- 
ly on with signalling position 
ring on 


in be- 
the face 


tween. The milled 





of the flashlight is used for focusing. 
Standard batteries are used. Made by 
the Chase Brass & Copper Co., Inc., 
Specialty Sales Dept., 200-5, New York. 


New Refrigerator Line 


“Sparton” electric refrigerators have 
a compact and easily installed mechan- 
ical unit, and come in three sizes. They 
have flat tops low enough to be easily 
reached, semi-concealed hinges and a 
new type of sure-closing door latch. 
Bar type shelves throughout assure that 
dishes may be pulled out easily without 
spilling the contents. The doors are 
all rubber-sealed and bear two dec- 
orative medallions, while a convenient- 
ly placed panel carries the eight-grad- 
uation cold-control dial and a separate 
start-and-stop button. Made by the 
Sparks-Withington Co., Dept. 4, Jack- 
son, Mich. 
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——— advertising 
is building 
2-WATT NEON GLOW LAMP 


sales for you... 


Now is the time to tell your customers that you sell 
2-watt Neon Glow Lamps—the new, extremely eco- 
nomical night light for home use. It is now being ad- 
vertised to the 4,500,000 readers of Collier’s Weekly 
Good Housekeeping, Parents’ Magazine and Hygeia. 
And dealers who display it—in windows or on their 
counters—are reporting increasing sales every day, 


with a generous margin of profit, too! 


The 2-watt Neon Glow Lamp is used as a night 
light in bathroom, sick room, nursery, at top and 
bottom of stairways, to light up house numbers, etc., 
etc. Order today! General Electric Vapor Lamp 
Company, 897 Adams Street, Hoboken, N. J. 


=. an ee fs 
A colorful counter-window display card 
with easel is available for dealers. Also 
attractively illustrated folders. Specify 
quantity desired when ordering lamps. 


522 Copr. 1982, General E'ectric Vapor Lamp Co. 


GENERAL @ ELECTRIC 


VAPOR LAMP COMPANY 











SALESMEN— 
WHAT IS YOUR 
HOBBY? 


Fishermen, 
Golfers, 
Hunters, 
Bowlers, 


and others 


Send in Your Snapshots 
to 


ELECTRICAL 
WHOLESALING 





WHOLESALER’S 
MARKET DETERMINATION 
CHARTS 
Now Available 
Complete set of 8....... $1.00 
Single Charts, each...... 15 


(Minimum order $1.00) 





Order from 
ELECTRICAL WHOLESALING 




















SUPERIOR 
PORCELAIN 


for 


Better 
Installations 


Special 


Nail 
Assembled Porcelain 


Knobs 


Tubes Cleats 





Write for Prices 


SUPERIOR PORCELAIN CO. 
Parkersburg, W. Va. 
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He Will Tour the Middle West: 0. J. 
Kadel, formerly with the Connecticut 
Electric Mfg. Co. for 10 years and for 
two years their Chicago manager, is 
now representing John I. Paulding, 
Inc., from Pittsburgh to Denver and 
from Duluth to the Gulf, with head- 
quarters in Chicago. 





General Electric to Concentrate 
1932 Lamp Advertising 


_ A new plan of pyramiding national 
magazine and radio advertising to 
provide more concentrated advertis- 
ing effect during the most favorable 
lamp selling seasons, and of tying-in 
with specific sales promotion activi- 
ties devoted to the same theme as 
that carried in the advertising, has 
been initiated by the General Electric 
Co. for its 1932 Mazda lamp sales 
program. 

During February, the entire adver- 
tising and sales promotion effort will 
be devoted to the single topic of 
kitchen lighting. In March, the cen- 
tral theme will be easy chair lighting. 
A similar coordinated program will 
be followed in the fall, on lighting 
themes not yet decided upon. 


Vv 


New Line for Heilmann 

The Otto E. Heilmann Co., repre- 
senting several manufacturers in St. 
Louis, Mo., has been appointed dis- 
trict representative in that city for 
the Electrical Division of the Na- 
tional Enameling and Stamping Co., 
Milwaukee. This line includes the 
“Bak-O-Grill” stoves and the new 
electric casserole, with other new ap- 
pliances to follow. 

Wm. Borghoff will travel southern 
Illinois and the eastern half of Mis- 
souri for this company. Bill’s elec- 
trical experience dates back to his 
boyhood days, and he was a radio 
pioneer in 1921, when he was with 
Geller, Ward and Hasner, 
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Outdoor-Lighting Controls Sells 
Sign Acessories 

Outdoor-Lighting Controls, Inc., is 
a new corporation formed to market 
a complete line of flashers, time 
switches, and other accessories used 
to control motion and color in out- 
door electrical advertising. James H. 
Betts, president of the new company, 
has been identified with the flasher 
business for almost 30 years. 

This consolidates the sale of all 
types of Leland mercury tube flash- 
ers, which are built with induction 
disc drive in commercial sizes, and 
aiso motor driven types up to any 
combination desired; the well-known 
James H. Betts Inc. motor driven 
brush flashers which have been re- 
tooled and are in production with 
many recent improvements; a new 
type of synchronous motor driven 
Tork clock with metallic contacts 
designed especially for outdoor ad- 
vertising use; also a complete assort- 
ment of color caps. 

The headquarters of Outdoor- 
Lighting Controls, Inc., is located in 
the Graybar Building, 420 Lexington 
Ave., New York, where new cata- 
logue bulletins can be obtained cov- 
ering the above lines. 

v 
Descriptive Analysis of Westing- 
house Available 

A 44-page analysis of the Westing- 
house Electric & Manufacturing Co. 
is now being distributed by Carreau 
and Snedeker, members of the New 


York Stock Exchange, 63 Wall St., 
New York. 

The analysis, profusely illustrated, 
presents numerous facts and figures 
regarding the Westinghouse Co. and 
represents one of the most extensive 
studies of its kind ever prepared by 
a Stock Exchange house. Special 
attention is paid to the development 
of Westinghouse in the electric ele- 
vator, shipping, lamp, radio and 
household appliance fields as well as 
other important branches of the elec- 
trical equipment industry. 


v 


General Electric Introduces New 
Mazda Lamp Cartons 


New lamp cartons combining 
greater display value with better 
lamp holding qualities have been re- 
cently introduced by the General 
Electric Co. for its Edison Mazda 
lamps and General Electric Mazda 
lamps. 

Greater attention value as display 
units has been combined with im- 
proved utility as lamp containers. 
Improvement in lamp holding quali- 
ties has been achieved through the 
use of corrugated paper which grips 
the lamp wrappers more closely and 
holds them more securely inside the 
carton than the chipboard formerly 
employed. 

Following depletion of the present 
stock of cartons, all future lamp ship- 
ments will be made in the new 
cartons, 





Rapid Progress in Construction of Electrical Group of World's Fair: 
teresting study of part of the Electrical Group of A Century of Progress— | 
Chicago’s 1933 World’s Fair—gives an idea of the rapid progress being made in 


its construction. 





This in- 


When completed, this group will comprise three buildings, 


one each for Radio, Communications and Electricity. The group will join the 


mainland site of the Exposition by a bridge. 


| 
| 
| 


























IDE spread inter- 

est has greeted 
the announcement of 
these two new com- 
mercial tapes—an in- 
terest that is being 
rapidly turned into 


orders. Panther and 
Dragon Tapes will be 
marketed exclusively 
through the wholesale 
trade—get your share 
of this new business. 
Backed by the experi- 
ence and reputations 
of Okonite, Hazard 
and Okonite-Callen- 
der, and distinguished 
by individual green 
cores and distinctive 
cellophane wrappings, 
these tapes will soon 
be a familiar sight to 
every user. 


HAZARD 
INSULATED WIRE WORKS 
Division of 
THE 


OKONITE COMPANY 


PASSAIC, N. J. 
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“Anyone who | 


buys fuses ex- 
pects to get their 
money's worth of 
dependable pro- 
tection. 

“You can’t offer 
better than that 
provided in the 
Kirkman complete 
line—con- 
sidered one 
of the best 
sellers 

















KIRKMAN ENGINEERING CORP. 


Fuse Makers Since 1912 
1 DOMINICK STREET » » NEW YORK 


Location of Warehouse Stocks 
J. R. ODONNELL R. L. CUNNINGHAM 
550 Howard Street 600 So. Delaware Ave. 
San Francisco, - Philadelphia, Pa. 
KABERNA & CO. H. W. MacLEOD & CO. 
29 So. Desplaines Street 22 Pittsburgh St. 
Chicago, Illinois Boston, Mass. 
































Wins Sylvania Listening Marathon: 
Miss Elva May Richardson of Dayton, 
O., has been declared winner of the 
Sylvania Foresters’ Radio Listeners’ 
Contest with a record of 152 consecu- 
tive hours of program listening to her 
credit. The Sylvania Products Co., 
Emporium, Pa., originator of the con- 
test, presented the winner with a con- 
sole radio set. 


CeCo Announces Line of 
Four Dollar Tubes 

Believing that there is little oppor- 
tunity to make profit on regular 
tubes under present prices the CeCo 
Manufacturing Co., Providence, R. 
I., announces a new line of radio 
tubes called “Citation.” This line 
includes the 224-A, 247, 227, 235, 
245 and 280 and all types carry the 
same list price of $4.00 each. 

The new tubes are enclosed in an 
amber bulb, partly to distinguish 
them from other makes of radio 
tubes and partly to make them con- 
spicuous from a merchandising dis- 
play standpoint. These tubes are 
made in a separate department of 
the CeCo factory under the super- 
vision of master workmen. The tests 
and inspection limits are much closer 
than on the regular production. 


Vv 
1932 "Big Three" Window Dis- 
play on G.E. Mazda Lamps 
Announcement of the 1932 “Big 


Three” window display service on 





General Electric Mazda lamps was 
recently made by the Nela Park sales 
promotion department at Cleveland, 
Ohio. 

Named the “Big Three’ Service 
because it provides (1) striking, 
large, feature window displays, (2) 
attractive, small window displays, 
and (3) sales-producing store inte- 
rior displays, all in full colors, this 


SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 


service offers the agent for G. E. 
Mazda lamps the most comprehen- 
sive display service which has ever 
been available to him. 

Vv 


O. L. May Resigns From 
RCA Victor 
Otto L. May, sales manager for 
the RCA Victor Co. for the Cali- 
fornia territory, has resigned, his 
resignation taking effect on Decem- 
ber 31. 


Vv 
Macbeth-Evans Glass Co. Estab- 


lishes Fellowship 

Dr. Edward R. Weidlein, director, 
Mellon Institute of Industrial Re- 
search, Pittsburgh, Pa., has an- 
nounced that the Macbeth-Evans 
Glass Co., Charleroi, Pa., has estab- 
lished in that institution a Fellowship 
in illuminating glassware. According 
to Dr. Weidlein, the scientific invest- 
igations that will be conducted by 
this Fellowship will be along original 
lines and entirely independent of the 
technologic research that is carried 
on in the Macbeth laboratories. 

Dr. Rob Roy McGregor, a spe- 
cialist in physical chemistry, has been 
appointed to the incumbency of this 
Fellowship. 





Distinctive Medallion Identifies ''Elec- 


trochef" Ranges: The new embossed 
medallion appearing on the oven doors 
of the ranges manufactured by Electro- 
master, Inc., Detroit, Mich., is a de- 
cided departure from the usual “coat- 
of-arms” type of trade mark. The deli- 
cately outlined patrician head, done in 
satin silver finish on a dull background 


produces an unusual effect. “Our 
thought,” says Gerald Hulett, sales 
promotion manager, “was that inas- 


much as the ‘Electrochef’ really was 
built for the modern housewife it was 
truly appropriate that we dedicate this 
modern range to her with an inscription 
on every one.” 
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Who buys Yagers 
Soldering Salts? 


. .. industrial plants, 
electrical contractors 
and motor repairers 
and they use it be- 
cause they can de- 
pend upon its uni- 
formly good quality 
through every ounce 
they buy. Are you 
ready with samples? 


ALEX R. BENSON CO. Inc. 
Hudson, N. Y. 


Since 1873 





In standard 
containers 
also 25, 50 and 
500-lb. drums 











CONNECTORS 
Connector consists 
of two seamless 
copper terminals 
so constructed that 
when bolted are in 
perfect alignment 


making a perfect 
connection. 










They provide 
ample current 
carrying capac- 
ity and have 
extra long wire 
bolt to insure 
strong soldered 
connection. 





SET SCREW CONNECTOR 


Made from solid brass rod by Sherman 





j Precision Method. Furnished in 14 

j different sizes. Each size _plainl 

| marked for easy stock keeping an 

reordering. 

} Screws heavily rust proofed. Sherman 

i Connectors can be used over and over 
again. 


_H. B, SHERMAN MFG. CO. 


Battle Creek, Mich. 











| title 


| has just been released. 





Sales Executive: Desires 


Men Available 


new 
tion in sales promotion or advertising 
capacity or as field representative for 
major electrical or kindred line. Has had 
19 years experience with electric appli- 
ance manufacturer. Age 37. Can fur- 
nish ample proof of creditable past per- 
formance as well as references. Address 
Box 21, ELEctRICAL WHOLESALING. 


Representative or Merchandising Man- 


ager: Has had 10 years road experience 
for electrical wholesaler and four years 
in merchandise and purchasing store 
management. Will locate in any terri- 
tory. Has own car. Can furnish best 
of references. Address Box 22, 
TRICAL WHOLESALING. 


v 
Latest Trade Literature 


connec- 





ELEc- | 


WacGNER ELEctric Corp., 6400 Plymouth | 


Ave., St. Louis—A loose leaf bulletin 
sheet on type “RG” brush-riding repul- 
sion-induction motors under the heading 
of Bulletin 173, Part 4, is now available. 


HoLopHANE Co., 342 Madison Ave., 
New York—“The Most Efficient Light- 
ing for Schools and Colleges” is the 
of a new publication which has 
recently been issued. 


AppLeTON ELectric Co., 1701-29 Wel- 


lington Ave., Chicago.—A new No. 
Unilet catalog, consisting of 226 pages 
It is devoted to 
the listing of threaded and no-thread 
malleable Unilets as well as threaded and 
no-thread couplings, connectors, etc. Fol- 
lowing the general index will be found 
the pictorial index and then a complete 
description of both threaded and _ no- 
thread Unilets, the latter being made for 
rigid conduit (heavy-wall) as well as 
threadless thin-wall conduit. The rectan- 
gular threaded Unilet bodies are first 
listed, followed by the listing of rectangu- 
lar no-thread Unilet bodies, as well as 
covers and accessories for same. 


DuBILIER CONDENSER Corp., New York 


| —Catalog No. 121 carries descriptions of 
| the latest items in the Dubilier line of 
| condensers, including the special Dubilier 
| service kit for by-pass and filter block 


| aluminum can and 


repair work, the latest types of high and 
low voltage electrolytic condensers in 
paper wrapper form, 
micadons in molded bakelite and metal 
clips, laboratory and transmitting mica 


| condensers, and new capacitors for ultra 





short wave transmitters. 
vV 


Plymouth Rubber Gives Facts 
on Tape 

A brief, three-page circular en- 
titled “Things to Know About Fric- 
tion Tape and Splicing Compound” is 
available from the Plymouth Rubber 
Co., Canton, Mass. This circular has 
been written for distribution among 
salesmen of electrical wholesalers. It 
is designed to help them in answering 
practical and technical questions. 
Copies are available to all wholesalers 


for distribution among their sales- 
| men. 


10} 


| 











U. S. Pat. Nos. 1,635,293 and 1,736,397. In- 


fringements will be vigorously Prosecuted. 

Demonstrate to your 
contractors this saf- 
est and surest way 
of making wire con- 
ee a ee 


with S R K Wire Connec- 
tors and you'll sell them. 
There is no quicker or 
SAFER way and it’s 100% 
dependable. 


Write us for samples to 
show your contractors how 
to do a real job without 





The connector 


perk solder or tape. Und. and 
threaded Factory Mutual Labs. ap- 


Metal insert proval. 


JIFFY WIRE CONNECTOR CO. 
7-9 Bridge St., Hackensack, N. J. 











Al- 


F.. 29 years 
phaduct has been a 
by - word with elec- 
trical contractors 


who appreciate hon- 
est value at the 
right price. 








ALPHADUCT CO. 
136 Cator Avenue 
JERSEY CITY, N. J. 






Soncaneenesenengaaenasegnineas eS , 
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RITLECTORS 





S 
Y a 


No. 9 Dawired unit, length 8% inches; 

dra’ of brass, hinge socket. 

Standard finish, statuary bronze plated. 
For TO tubular lamp 


No. 95—Unwired unit, length 9 inches; 
made of brass, porcelain socket. Stand- 
ard finish, statuary bronze plated. 

For Standard lamp to 60 watts 





No. 1012—Standard 18-inch a y= -_ 
diffusing glass bottom, made brass 
steel, with steel porcelain Ae = 
Genter and twin porcelain sockets. 
For Standard lanip to 40 watts 





No. 2600 


No. 2600—Thin model sign for clear plate 
glass; outer frame, drawn bronze mould- 
ing; porcelain socket, intermediate base 
for rT e% lamp. Any standard finish, 


S 


No. 180 





No. 130—Bracket light—length 9 

made of brass; porcelain socket, tor T10 
tubular lamp. Standard round canopies 
and stems. 


No. 720 





No. 720—Picture reflector—length 9 inches; 
made of steel; porcelain socket for T-10 
tubular lamp. Standard finish, gold spray. 







No. 5050—Aisle light— 
size 4 11/16 = inches 
square by 2% inches 
deep; furnished com- 
plete with outlet box, 
Tre- 
e 


No. 5050 eine 







3825 Laclede Ave. Saint Louls 
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“Confidence begets growth.” A con- 
tinuous increase in business during the 
last 15 years is the most eloquent tes- 
timony that the quality of TRICO 
Products meets with universal ap- 
proval. 








Precedent is a subject in which 
TRICO has little interest af ea) 
progress has been made by taking the 
initiative and designing protective de- 
vices that are individual in design and 
actually serve a definite purpose. 











The expansion of our laboratory in the new plant 
| will serve to keep TRICO on the alert for im- 
| provements .... new developments... . and 
| that thoroughness that is so evident in all TRICO 
Products. 








RENEWABLE FUSES 
... they’re Powder- 
Packed and with 
their Superior Time- 
Lag eliminate need- 
less shutdowns. 


COLORTOP PLUG FUSES... instantly tell 
you the capacity of the fuse by its color. 


KLIPLOK CLAMPS... . reduce Watt Loss 
and eliminate excessive heating caused by poor 
contact. 


AIR COOLED TRANSFORMERS ... . can be 
installed right where the change in voltage is 
desired. 


FUSE PULLERS ... . eliminate the hazards 
accompanying the changing or replacing of 
fuses. 


| Write for Literature 


MILWAUKEE 


TRICO FUSE (MEG. CO. 


WISCONSIN 
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ELECTRICAL 
TRADE 
CATALOGS 











McGraw- Hiwx Catatoc SERVICE 


Use these catalog—files to 


GET ORDERS! 


You see these orange-banded catalog-files every- 
where. Do you know you can put every one to work for you? 
Wide-awake salesmen have discovered this new route to orders. 
Now they talk about and show their prospects the full informa- 
tion on their lines permanently on file in their prospects’ offices. 
The next time you call on an electrical contractor or contractor- 
dealer turn to their Electrical Trade Catalogs and show him the 
complete data on the lines you represent. Or if your next call is 
on an industrial plant talk about the catalogs of the lines you 
carry filed in Electrical Engineering Catalogs. 


McGRAW-HILL CATALOG SERVICE 
New York 


























NS . one of the country’s 
weiih.ieliines specialties 


Customer to salesman: "Are they suitable for motor start- 
ing?" 

Salesman to customer: "The best type of switch on the mar- 
ket for controlling single phase fractional h. p. motors with or 
without overload protection. One plant electrician not only uses 
tumbler switches for controlling the motor driving small grinding 
wheels but wires a light over the wheel in parallel with the motor. 
The light is burning when the motor is running—a valuable safety 
feature." 











Customer: ‘Are they available in 3-pole?" 


Salesman: "Yes. Maximum 3-pole rating 2 h. p. without 
overload protection." 


Customer: "Is it good engineering to use them on lighting 
circuits?" 


Salesman: "Yes. Electricians in a targe number of plants of 
all kinds prefer tumbler switches for sectionalized lighting control." 


Tumbler Switches, specialties with 
widespread application, are available 


as follows: acon 
O@THERMOSTaTIC@) 

2 . TUMBLER 

Without Overload Protection MOTOR SWITCH 


1—Either surface or flush mounting or for use with float attachment or 
switch unit only. 

2—2 Pole—30 Amp. 125 V. 20 Amp. 250 V. 3 Amp. 600 V. 
¥, H. P. 220-440 V. A.C. '%4 H. P. 250 V. D.C, 

3—3 Way—!0 Amp. 125 V. 5 Amp. 250 V. 


4—3 Pole—30 Amp. 125-250 D. C. & 220 V. A.C. 5 A. 440-550 V. A. C. 
2H. P. 550 V. A. C. 


With Overload Protection 


1—Either surface or flush mounting or switch unit only. 
2—Single Pole—!/4, H. P. 110 V. A. C. 1 H. P. 220 V. D. C. Calibrated 
for either 2, 3, 4, 5 or &6 Amps. 











Put one in your pocket—a sample 


: CATALOG No. 2222 
will help you SELL Complete Description 


Pages 34-35, Catalog No. 15 


THE TRUMBULL ELECTRIC MANUFACTURING COMPANY 
PLAINVILLE Acewenscecrmc QB oncanizarion CONNECTICUT 


























20,000 FT. 


OF 


STEELTUBES 


in this modern 


building .. . 


Unquestionably the trend is toward Steel- 
tubes. Outstanding new buildings in many 
cities are being wired with this modern rigid 
conduit. The City National Bank of Lansing, 
Michigan, is one of the most recent Steel- 


tubes installations. 


The contractor who has used Steeltubes 
favors it because he knows it permits him 
to do a better, more complete job at no 
greater cost, with additional outlets ... in- 
creased electrical convenience. That means 
the sale of additional wiring supplies ...a 
wider profit opportunity for you. 


Steeltubes is light ...easy to handle... 
easy to bend .. . no threading. It is fully ap- 
proved for open and concealed wiring .. . and 
buried in concrete (except cinder fill). 


Be sure that you know all the advantages of 
Steeltubes ... that your salesmen know 
them all... and that they are telling the 
whole story to their customers and prospects. 


@ City National Bank Bldg., Lansing, Mich. 
Architects, Lee and Kenneth Black, Lansing, Mich.; 
Material furnished by Capitol Electric Supply Co., 
Lansing, Mich.; Electrical Contractor, Barker-Fowler 
Electric Co., Lansing, Mich.; Mechanical and Klectri- 
cal Engineer, Wm. W. Bradford, Grand Rapids, Mich. 


TEELIUBL 


THREADLESS THINWALL CONDUIT 


Electrical Division, STEEL & TUBES, INC., Cleveland, Ohio 


CA 


UNIT OF 


REPUBLIC STEEL CORP.) 








